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Zinc Insulated Fences . . Steel Fence Posts 
. - American Steel Gates . . Banner Poultry 
Fences . . Protector Poultry Fence . . Union 
Lock Poultry Fence . . Poultry Netting . . 
Bale Ties . . Nails. . Staples . . Barbed 
Wire . . Wire of all kinds. 


LEADERSHIP 


POINTS THE STRAIGHTEST PATH TO PROFIT 


Countless words have been spoken and countless reams written about which fence offers the most 
value, which fence is of superior quality and which fence will sell faster. Vital questions, these, to 
farm and store prosperity. Fortunately, however, the answers are all combined into one word—and 
that word is ‘“‘Leadership."” The nation-wide preference for American Steel & Wire Company 
Zinc-Insulated Fences and Steel Fence Posts, offers indisputable proof of greater value, superior 
quality and more rapid turnover. Truly—leadership points the straightest path to profit. 


1831 
AMERICAN STEEL & WIRE COMPANY 


208 South La Salle Street, Chicago SUBSIDIARY OF uurren] hs srares STEEL CORPORATION Empire State Bldg., New York 
94 Grove Street, Worcester AND ALL PRINCIPAL CTS First National Bank Bldg., Baltimore 
Pacific Coast Distributors: Columbia Stee| Company, Russ Building, San Francisco Export Distributors: | United S States Steel Products Company, New York 
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Screen Doors—Window Screens 


SAVE MONEY 


Use Distribution Cars! 


Rerau. DEALERS should readily see the advantage of 
placing their orders for Screen Goods with Jobbers now for 


shipment in Continental Distribution Cars. 


Distribution Cars will commence moving soon in order to get 
Screen Goods to all Retail Dealers in plenty of time for the Screen 
Season. 


We ask that you send your specifications promptly for Screen 
Doors and Window Screens, so that we may know just what goods 
to manufacture—and thus, by co-operation. give you good service. 


We Will Start Shipping Distribution Cars About March 15th 


SCREEN DOORS—WINDOW SCREENS 


Combination Screen and Storm Doors 
Knocked Down Window Screen Frames 


Continental Screen Company, Detroit. Mich. 











A PLAN for 


Increasing 
PROFITS 
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Seadhhid dentine Rice now is the time to lay plans for increasing esi dies a te 
reduced investment, this year’s profits. No one can predict with certainty creased investment 
faster turnover, smaller what the volume of business will be, but one thing slower turnover, larger 

i i is certain—you know that regardless of how many alli 
shotgun shells and metallic cartridges you sell, you will make more money if you reduce 
your investment, speed up your turnover and cut down sales resistance. 

It’s a matter of record that every year Remington products lead in volume of sales. They 
have the strongest consumer demand and the widest consumer acceptance. Why should 
you cut down your profits by handling several lines at useless expense when there is one 
line that the majority of your customers prefer? It is the Remington Kleanbore line. 

“Kleanbore” on a box of shells or metallics is the strongest sales argument there is. It’s 
the most widely advertised and best known name in the ammunition field. Simplify your 
stocks by concentrating on Kleanbore this year. There’s a Kleanbore shot shell to answer 
every purpose—Kleanbore Nitro Express for the longest range and the hardest hitting; 
Kleanbore Game Loads for ordinary ranges; Kleanbore Shur Shot Shells, fast, snappy loads 
at a moderate price. In metallics, from .22’s to the largest sizes, for rifles, pistols or revol- 
vers, it is Kleanbore cartridges that sell with the least effort. 

Plan for bigger profits through better assorted stocks in 1933. You'll make more money 
and more satisfied customers with Kleanbore. Most good jobbers carry it but if yours doesn’t, 


we will tell you where to get it. Don’t submit to substitution. xf H 


REMINGTON ARMS COMPANY, Inc., Bridgeport, Conn. 


Remington, 
Leaneore 


AMERICA’S CHOSEN AMMUNITION 


© 1933 R. A. Co. 
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SPECIAL DEAL! 





To Help You Sell More Garden Spray 


an 


\ 





IT’S A GRAND SLAM! EVER GREEN DEAL 
GIVES YOU 937, PROFIT 


Make $5.00 on a $5.40 order of nationally 
advertised garden insecticide. You can do it on 
this special Ever Green deal, if you act now. 


Here is How This Unusual Deal Makes 


Money for You: 
Special Deal Retail 
Price Price 


2 6-oz. bottles EVER GREEN....... FREE $ 2.00 
(Regular price $1.34) 

2 dozen 1-o0z. bottles EVER GREEN..$5.40 $ 8.40 

oso ke aene ab ae ad sated WEEE $5.40 $10.40 
You pay $5.40 for an order which ordinarily would 

cost you $6.74, and you make a profit of $5.00, or 

93% on the cost, 48% on the selling price. 





That’s not all! In addition you get a complete kit 
of valuable advertising material free. Here are the sales. 
helps you will find in this kit: 


1 large window strip (1 foot by 4 feet) 
3 smaller window strips (7 inches by 21 inches) 
1 free cut service 
50 booklets and folders on How and When to Spray. 


This advertising material helps you tie-up with Ever 
Green’s powerful advertising in national magazines, 
like the Saturday Evening Post and Better Homes & 
Gardens, in newspapers, farm papers and over the radio. 

This Special Deal closes April 1. Order it today— 
from your jobber, or from McLaughlin Gormley King 
Company, Minneapolis, Minnesota. 
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eINGERSOLL 1933 WATCHES > 





NEW YANKEE 


Smallest... thinnest 
watch ever to sell for 
$1. Costs you 73c. 
Your profit, 27c. 
Radiolite model, 
$1.50 retail. Your 
profit, 48c. 





NEW TRIUMPH 
No small, thin 12- 
size watch has ever 
before sold for as 
low as $1.50! Beauti- 
ful engraved design. 
Your profit, 48c. 





AL 








NEW JUNIOR 


Beautiful chromium- 
plated case of en- 
graved design—a 
watch handsome 
enough for any man 
or boy. $2 retail. 
Your profit, 70c. 












NEW CLIMAX 


Big value in a small 
wrist watch. Chro- 
mium-plated case. 
Second-hand. $2.50 
retail, costs you $1.67. 
Radiolite model, $3 
retail. Your profit, $1. 





ete kit 
e sales. 
OU win! You can offer the best values in low-priced watches in town —and 
make money doing it. You can sell nationally-known watches that run rings 
2s) around anything your customers have ever seen at the prices. Smarter—smaller— 
thinner, that's the Ingersoll line for ‘33. Restricted to “best sellers”. Legitimate profit 
Spray. on every watch in the line... you know what you are going to make on an Ingersoll 
h Ever and you make it, because retail prices are established. If you have Ingersolls you'll 
coomige sell ‘em... and to have them takes only a few dollars that will turn into profits in 
radio. no time at all. 1933 is an Ingersoll year... a year of thrift with a public that's sick 
»day— of trash. Get in touch with your jobber now. Ingersoll-Waterbury Co., Waterbury, 
y King Conn. The Geo. H. Eberhard Co., San Francisco, distributor on the Pacific Coast. 





Make money with INGERSOLL 
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of Standardized Mechanical Rubber Goods 


The Boston Line of Garden Hose 
A Standard Brand for Every Need 





Good Luck Hose Washers sell for 
10c. a package, showing you a 
splendid profit. Two gross (24 
eartons) in display container as 
shown. 
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The most imitated nozzle on 
the market. Never equalled in 
quality. Each nozzle packed 
in a separate carton. 12 car- 
tons in full color lithographed 
display package. The fastest 
selling nozzle in the world. 
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Known everywhere by 
name and recognized as 
the standard friction tape 
of the country. _Nation- 
ally advertised. In 1, 2, 
4 and 8 ounce rolls: in 
full color cartons all 
packed in handsome full 
color display containers. 
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BOSTON WOVEN HOSE & RUBBER CO. 


Makers of Quality Rubber Goods for Fifty Years 


Works: Cambridge, Massachusetts Postal Address Box 5077, Boston, Massachusetts 
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@ Although it is the woman who takes the initiative 
in the buying of a new gas range, the decision is seldom 
made until it has also met the approval of the man 
of the house. And the one thing that justifies a new 
range to most men is the Robertshaw Oven Control. 


@ The man who insists on automatic temperature 
control in the cooling and lubricating system of his 
car, and in the maintenance of his furnace, is quick 
to see the good sense of automatic oven control... 
the freedom it gives his wife from kitchen drudgery 
... the certainty of better cooking and the economy 
of correct use of foods. When a man is sold on a 
device of that kind, he also wants to make sure that 
it is the best engineered device for the purpose. 


@ No man..or woman..who knows the Robertshaw 
record for trouble-free performance on more than 
1,700,000 ranges wants to take any chances with 
makeshift, unknown, “just-as-good” oven controls. 
Be sure mow that you have a representative showing 
of Robertshaw equip ed ranges and have your sales 
people “all set” to demonstrate the Robertshaw to 
every gas range prospect. It’s the best way, you 
know, to sell good ranges at profit-making prices. 


ROBERTSHAW THERMOSTAT COMPANY 
YOUNGWOOD, PA. 
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ST OOO RANGES 


ROBERTSHAW 


“AutomatiCook” 
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Capitalize on this seasonable 


business—lIt’s FLY TIME! 





Screen and 








Storm Door Sets 


OUR trade, aware of the return of 
the germ-laden fly, immediately 
prepares to keep out this intruder. 





a 


With the demand already created for 
the sale of screen hardware, it requires 
only small effort on the part of dealers 
to profit by giving prominence to the 
display of merchandise and advertising 
matter. 


No. 79 Screen and Storm 
Sash Hanger 











A few of the many fine screen acces- 
sories in the 


National 


line of builders’ hardware are here illus- 
trated. Is your stock of these items 
complete enough to adequately supply 
the popular demand? Be ready to cash 
in on this highly profitable business. 
Let us cooperate; every facility of 
National service is at your command. 














No. 81 Screen Hanger 










No. 117 
Flat Corner Iron 





National Manufacturing Co. aps 
STERLING . ILLINOIS Coinar tn 


National hardware is sold direct to the retail dealer—a policy 
that promotes quality, service and direct selling cooperation. 
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No. 200 Pressed Steel Pull 





TATE 





Coil Spring 


No. 80 Screen and 
Storm Sash Hanger 





No. 538 


Narrow Loose-Joint Butt 
No. 95 Rim Latch (Left-Hand) No. 96 Mortise Latch 
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No. 7226 


A smooth running, quadruple mul- 
tiplying level-winding reel with 
adjustable jewel bearings. Satin 
finish. Double balanced crank with 
white handles. Adjustable click. 


Capacity 60-80 Yards 
Packed One In Box 




















A full nickel silver, smooth run- 
ning, quadruple multiplying level- 
winding reel. Adjustable jewel 
bearings with special holding de- 
vice to prevent losing. Finely 
etched with sunrise design on end 
plates and crank. Fancy crank with 
double imitation horn handles. Ad- 
justable click. 

Capacity 60-80 Yards 

Packed One In Box 


Thirteen Million People Go Fishing and Hunting Each Year 


From the President of the United States down to 
boys like “Huckleberry Finn,” most everybody 
likes to fish. 


It is estimated that thirteen million people go 
fishing and hunting each year and spend on an 
average of fifty dollars apiece on outdoor recrea- 
tion connected with these popular sports. 


Are you helping to supply the demand? Each 
year more and more hardware and sporting 
goods dealers are finding “UNION” Fishing 
Tackle a profitable line because of its depend- 
able quality and reasonable prices. 


The new “UNION” line includes Split Bamboo 
Rods, Telescopic Steel Rods and Steel Bait, Fly 
and Casting Rods for both fresh and salt water 
use. Also a splendid assortment of Fishing Reels 
and Fishing Rod Sundries to meet every need. 


Each item is worthy of prominent display. Re- 
member that many who fish also enjoy hunting 
and trap shooting and are prospective customers 
for UNION Hardware Gun Implements. Sell 
them both. ° 


Send for Catalog No. 15 on Fishing Tackle and 
Catalog No. 6 on Gun Implements. 


Your Jobber Will Supply You 
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No. 168-B “Union” Split Bam- 
boo Fly Rod 


“UNION” brown tempered. Three joints and 
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No, 47 





AO WA Aon “Union” Steel Casting Rod 


Reg. U. S. Pat. Off. 


Three Joints and handle. Double grip 
casting handie—finger hook. Black 


extra tip. Solid cork grip. Full nickel-silver enamel finish, nickel plated trim. 
pet ; cee, See Green and white TORRINCTON, CONN. Large agatized guides. Solid cork grip. 
si windings. ardened steel snake guides. ° Brass ferrules. Offset agatized top. 
Perfection fly top. Waterproof varnish finish. Established 1854 feces tedieualg tn Ge Gee 
n aki bag in aluminum rod case. Lengths: . Lengths, 4, 4/2, 5, 5% and 6 ft. 18 
8, 8Y2, 9 and 9 ft. 17 other styles. New York Office 151 Chamber St. other styles. i ve 
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THE FINEST SAW EvER MADE 


1. Only Atkins Saws are made of SILVER 
STEEL. 

. Only Atkins Nos. 53-65-400-401 Hand 
Saws are equipped with the Improved 
Perfection Handle which prevents 
wrist strain. (See small cut.) 

3. Atkins Saws are popularly priced 

at a good profit for the trade. 

4. Atkins 76 years of quality 
products are recognized by 
users who want the best for 
their money. 

. Some one pays for the 
“bargains” that crowd 
today’s hardware 
stores. Too often it is 
the dealer who pays 
for the cheap saws 
that are returned 

as faulty. 















to 






Perfection 
i! Pattern Handle 













wn 


\ 
Dotted lines show the 
position of a saw with 
the old style handle. 
Follow the line down 
the saw arm and see 
for yourself 
where the great- 
est force is ex- 
pended—on en- 
tire length of 
cutting edge. 

















. Invariably something must be neglected in the 
manufacture of cheap goods, and that is 
QUALITY. Take quality out of a saw and you 
sacrifice long, satisfactory service and fast, clean 
cutting. 

7. Choose your saws wisely. Buy Atkins (American 
Made) —because 1933 marks a return to quality 
goods. Choose saws with a background and 
your own profits will quickly fall in line. 

8. Atkins Nos. 53-Skew Back and 65-Straight Back 
Saws at $2.50 each are the best possible value 









! for the money. 
a wa 9. Demand Atkins from your jobber—accept no 
aw substitute. If he cannot supply you, write us 


and we will see that you are supplied promptly. 


E. Cc. ATKINS anp Company 


“THE SILVER STEEL SAW PEOPLE” ESTABLISHED 1857 


Makers of highest grade and leading types of all kinds of Saws, Saw Tools, Handles 
Plastering Trowels, Scrapers and Specialties. 


HOME OFFICE and FACTORY :-: INDIANAPOLIS, INDIANA 
BRANCHES IN PRINCIPAL CITIES 
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“Beyond the ‘Water Mains 


Myers Water Systems 
Keep Faucets Flowing 


When you sell a Myers Water og for home, farm or 
factory, water satisfaction starts to flow from the faucets the 
first day it is installed. 


Notice the illustrations. Three sturdy units, each one built 
for lasting service. Just the kind of service your customers 
are clamoring for today. 

Time tested, fool proof features of outstanding merit. High 
class materials. Precision workmanship. Low prices. All of 
them real talking points—talking points that score high in 
sales and profits for Myers dealers. 

However critical the standards to be met—Myers Self-Oiling 
Power Pumps and Water Systems will measure up to them. 

Catalog and information on request. Write or wire. 


“I< DISCHARGE TO HOUSE LINE 


WATER IS 
A DAILY 
NECESSITY. 


MYERS 
PUMPS 
and 
WATER 
SYSTEMS 
PROVIDE 
A 
oisen. 10 DEPENDABLE 
HOUSE tine MEANS 
TO 
SECURE IT. 





THE F.E. MYERS & BRO. co. 


ASHLAND, OHIO. 


MARCH 2. 1933 ll 





1933 


The year of opportunity and 
profit to the Self Starter! 


Are you one of those on the move to increase your business by 
going after it? 

Our direct mail addressing and mailing service helps you do so 
by mail. 


We have available to your use 35,676 names and addresses of hard- 
ware retailers on stencils—selective as follows: 


12,548 MAJOR HARDWARE RETAILERS whose sales exceed $30,000 
annually and who account for more than 80% of all hardware 
retail sales. 


7,140 HARDWARE RETAILERS whose sales are between $20,000 and 
$30,000 annually. 


15,988 HARDWARE RETAILERS whose sales ase less than $20,000 


annually. 


Since June 1931 we have made 9351 changes in names and addresses! 
Have you done likewise to your list? 


If not, why not obtain the benefits of our intensive and aggressive list 
maintenance work and assure maximum success and prestige for your 
direct mail work for 1933 among hardware retailers? 


Remember 1933 Belongs to the Self Starter and Go-Getter. 


Our prices for addressing and mailing operations are moderate. 


HARDWARE AGE DIRECT MAIL ADDRESSING DEPT. 
239 West 39th St., New York 


Gentlemen: 


Kindly advise me your charge for addressing a mailing as checked. 


[-] ENVELOPES [) 35,676 Hardware Retailers (Complete List). 
0 BROADSIDES to C) 12,548 Major Hardware Retailers whose sales exceed $30,000.00 Annually. 
[J 7,140 Hardware Retailers—sales $20,000.00 to $30,000.00 Annually. 


[ CIRCULARS A 

| 15,988 Hardware Retailers—sales less than $20,000.00 Annually. 
FIRM NAME ; Address 
Official Title 
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ON FALSE IMPRESSIONS! 


The American Line: 
Gas, Gasoline, Kero- 
sene and Fuel Oil 
Heating, Cooking and 
Lighting Appliances. 


MARCH 2, 1933 





WHATEVER truth there may be in this com- 
monly heard expression, it need not apply 
to Kitchenkooks. For buying a Kitchenkook 
is not a “spending” matter. It is a definite, 
provable means of saving money. Which is 
what everybody is interested in today. 
There’s a need for Kitchenkooks. Selling 
them is mainly a matter of aggressively 
pointing out their wealth of features. Drive 
home the facts and you'll bring in the sales! 
Any owner of an old-fashioned time-and- 
fuel-wasting stove who buys a Kitchenkook 
is investing in an economy which will soon 
repay the original outlay and be an actual 


source of profit for many, many years... . 
Because no other type of stove costs so little 
to operate in comparison with results. 

No other stove — with any other type of 
fuel — produces more clean heat per unit 
of fuel cost than a gas-from-gasoline Kitchen- 
kook. None produces quicker or hotter heat 
—not even the ordinary city-gas range. To 
say nothing of the incalculable saving in 
hours which the housewife ordinarily spends 
over a slow, uncertain coal or wood stove; or 
the superior cooking or baking she can 
achieve; or the pride and pleasure she’ll 
derive from her Kitchenkook. 


‘Gototne ors Are not Jae 


Whatever exaggerated “fear” may have ex- 
isted in the development stages of gasoline 
pressure stoves, there is not the slightest 
ground for it today. It is completely dissi- 
pated by the Kitchenkook. For this stove is 
as safe as any stove ever built! It can’t be 
filled while burners are lighted. Can’t “ex- 
plode” or get “out of control.” Today’s 
Kitchenkook is matchless —for economy, 
efficiency, convenience and safeness. 

An investment in saving and better living 
— that’s what Kitchenkooks are to the users. 
And to the wide-awake merchant, a lucra- 
tive source of profit in a barely scratched 
market. Your locality may be open for a 
Kitchenkook selling franchise. Write today. 
American Gas Machine Co., Inc., Albert Lea, 
Minn. Branches: 360 Furman St., Brooklyn, 
N. Y.; 4242 Hollis St., Oakland, California. 


No. 986. One of the popular Kitchenkook models. Approved 
by the Underwriters’ Laboratories. New features include a 
captivating broiling and roasting stand. Adjustable at a 
turn of a knob... to bring pan as close to or as far from 
flame as desired — without sliding shelf out and into hot 
oven. Also improved type heat indicator. Range beautifully 
finished. Full porcelain enamel. Self-gas-generating—from 
gasoline and air. New Sta-Klean generator and burners of 
special metal. Easily cleaned needle and valve assembly. 
Unsurpassed value throughout! 
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lf they’re “Thumb-Fit’ 
they’re North & Judd 


Your customers will welcome this much needed improve- 


az ment in Bolt Snap design. “Thumb-Fit” Catches, exclu- 
sive with North & Judd, fit the thumb exactly. They are 


“Thumb-Fit” easier to operate. “Thumb-Fit” 


Open Eye Bolt Equally important is the fact that the thumb piece projects Double Bolt Snaps 
Snaps 


only slightly, thus eliminating the possibility of the catch 
heing accidentally opened by hitting a projection. 








Why stick to ordinary bolt snaps when you can have 
“Thumb-Fit” at no extra cost? Send for samples. 


No. 240 NORTH & JUDD No. 161 
Heavy MANUFACTURING CO. Light 
No. 245 New Britain, Conn. No. 162 
Heavy Medium 
No. 250 No. 163 
Extra Heavy Heavy 
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MECHANICS PREFER 


AMERICAN 
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Tue preference fonStar Hack 
Saw Blades, created by pro- z 
viding better hack saw values x 4 
for over half s:century, is one C L 
teason why you ‘should sell 
the Star brand. Mechanics 
know Stars—they e:kfor them 
—they demand them. 

Sell Stars and cash‘in on the L 3 Us y 
Star preference and reputation. Se RY W/ 
Your jobber will give you > 
complete details. | 
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Keystone Copper Steel Sheets 
In Hardware and Supply Trades 


Use sheets of recognized reputation and 
value. For roofing, siding, gutters, spout- 
ing, air conditioning systems, and gen- 
eral sheet metal work— Keystone Copper 
Steel gives maximum rust resistance. 


Insist upon AMERICAN Black Sheets, 
Keystone Rust Resisting Copper Steel 
Sheets, Apollo Best Bloom Galvanized 
Sheets, Galvannealed Sheets, Heavy-Coated Galvanized Sheets, Formed 
Roofing and Siding Products, Terne Plates, etc. Write for information. 










This Company also manufactures U S S STAINLESS and Heat Resisting Steel Sheets 
and Light Plates for all uses to which these products are adapted 


5 T A R H A C K S & W g AMERICAN SHEET AND TIN =r COMPANY, Pittsburgh Pe. 


CLEMSON BROS.,INC., MIDDLETOWN, N. Y. 
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STANLEY 


HINGEWARE HAND TOOLS 


NEW BRITAIN, CONN. 




















Welcome! American Hardware Manufacturers and 
Southern Hardware Jobbers Associations 


April 3, 4, 5, 6, 1933 


HOTEL PEABODY 


os SS & wr > oF Bo We 


oc 


625 Rooms with Baths 


Cw) 


“The South’s Finest—One of America’s Best” 


F. R. SCHUTT A. L. PARKER 
Manager President 
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Lasts years longer than netting! 


Built like a real fence, with full 18 gauge line and stay wires, 
Chic-Mesh is heavier than the usual 19 and 20 gauge netting. 
It stretches and looks like a real fence, too, requiring no top 
or bottom boards. Chic-Mesh meets every netting need for 
permanent fence. Bottom meshes turn smallest chicks; top 
meshes turn even bantams. Better than netting for tem- 
porary fence, because easier and cheaper to erect and take 
down, rolls up quicker, neater, and stands rough handling. 


Galvannealed —Copper Bearing 


Chic-Mesh lasts years longer because it’s Galvannealed- - 
not merely galvanized. An extra process, protected by 12 
U.S. patents, that is performed in great heat treating ovens. 
The zinc coating is not just “‘laid on’’ the wire. Galvanneal- 
ing fuses it right into the wire at 1250° Fahrenheit. Chic- 
Mesh, due to Galvannealing, and 20 to 30 points copper in 
the steel, not only lasts years longer than netting of equal 
gauge, but actually costs much less! A sensational seller. 
Yields an unusually large profit for you. (23) 

Made in 36”, 48”, 60” and 72” heights—-150 ft. rolls. 

Ask your jobber about Chic-Mesh Poultry Fence, 

or write us for details and attractive re-sale prices. 


KEYSTONE STEEL & WIRE CO., 823 Industrial St., Peoria, Ill. 


Chic-Mesh 


GALVANNEALED 
POULTRY FENCE 


Write also for Red Brand Catalog of hog, field and poultry 
fence, and other wire and fencing products 
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A big word in transportation— 
A big word in production. 





American Screws have a dual usefulness 
in this age of speed. They help to make 
construction so solid that it will be effi- 
cient even after long runs at top speed. 


Their strong bodies and true 
running threads help to make 
speedy uninterrupted production. 





—— me 


TIRE WOOD’ STOVE MACHINE 
BOLTS SCREWS- BOLTS SCREWS 


AMERICAN SCREW CO 


PROVIDENCE,R.I.,U.S.A. 


WESTERN DEPOT,225 WEST RANDOLPH SL.CHICAGO,ILL. 


Put lt Together With Screws 
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Famous Brands 


of ABW 


O. AMES 


CARTER 
MONONGAH 


PINNACLE 


PONY 


KNOX-ALL 


Ames BALDWIN 


PARKERSBURG, W. VA. 


MARCH 2, 
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Wromine Co. 


- NORTH EASTON, MASS. 


NEW BUSINESS 
for LUSTRAGLASS DEALERS 


in the Poultry Field 


Every farmer and poultry raiser in your commu- 
nity is now a prospect for Lustraglass. This won- 
derful ultra-violet-ray window glass will now be 
extensively used for glazing poultry houses, 
dairy and other farm buildings. Advertisements 
in Country Gentleman, Successful Farming and 
Poultry Tribune reaching over 3,000,000 farm 
families are telling the profit-making story of 
Lustraglass for farm use. After months of experi- 
menting, we have definite proof of the benefits 
of Lustraglass in animal husbandry. 


Experiments prove that sunlight through 


USTRAGLASS 


The ultra violet vay window Ys 


prevents rickets in chicks 





The photographs above show two groups of chicks at the age 
of six weeks. Both groups were raised under similar condi- 
tions except that group "A" was raised under ordinary win- 
dow glass and group “B” under Lustraglass. The advantage 








Ayn & . 
lustrascass 


AMERICAN 
Winvow Giase CO, 
- ftrepynen, 







Look for 
this label on 
every light of 

genuine 

Lustraglass 


of Lustraglass is obvious...Group “A” are 
stunted, sick and weakly, and four of the origi- 
nal seven died before the end of six weeks. 
Group "B,” raised under Lustraglass, are all 
alive and normal, healthy and entirely free 
from rickets. Lustraglass costs no more than 
ordinary window glass. Get in on this big new 
market by offering your customers Lustraglass 
for poultry and other farm use. Send for Book- 
let P332 giving a summary of scientific ex- 
periments showing the value of Lustraglass. 


AMERICAN 


WINDOW GLASS COMPANY 


PITTSBURGH, PA. 


Also makers of Lustrawhite Picture Glass, Armor-Lite Safety and Bullet- 
Proof Glass, Tintaglass, Photographic Dry Plate Glass, “6” and 7/42” 
Crystal Sheet Glass, Ground Glass, Chipped Glass and Bulb Edge Glass. 
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... Correcting False and Misleading Statements About 


SUN-GLO LAMPS 


SUN-GLO Lamps have never been sold under misrepresentation. They have 
always been manufactured and designed to comply with the tables of allow- 
able variations set by the Bureau of Standards for Lamps that are purchased 


by the United States Government Departments. 


“On account of the natural and inherent variations in individual lamp 
performance, the average test results of a small number of test sam- 
ples cannot be depended upon to indicate exactly the average for the 


larger quantity from which the test samples were taken. 


The tables 


of allowable variations are devised in accordance with the observed 
accuracy of lamp-testing methods and the observed variations in lamp 


performance.” 


Quoted from Federal Stock Standard Catalog W-L-101. 


Periodic tests have been made by com- 
mercial aboratories (including the Elec- 
trical Testing Laboratory of New York 
City) which definitely establish that the 
lamps came within the tolerance require- 
ments of Federal Specifications as to lumen 
output and wattage consumption, and that 
they were rated according to standard speci- 
fications. All SUN-GLO Lamps are man- 
ufactured and designed according to the 
same specifications as the tested samples. 


The statement “that the SUN-GLO Lamp 
is mentioned in an official order of the Fed- 
eral Trade Commission for the United States 
Government in connection with an investi- 
gation they are conducting at this time” 
would lead the layman to believe that the 
Company manufacturing the SUN-GLO Lamp 
is being investigated as the SUN-GLO Lamp 
referred to is later stated to be “SUN-GLO 
Lamp from the SUN-GLO LAMP WORKS, 
INC.” This, of course, is untrue, as the 
SUN-GLO LAMP WORKS is not at this 
time nor has it ever’ been the subject of an 
investigation by the Federal Trade Commis- 
sion. 























The statement that “it was determined 
whether or not the lamps came up to 
the specification set by the United 
States Government for lamps which it 
would be willing to purchase” fol- 
lowed by the statement that “the tests 
made by the Bureau of Standards show 
that lamps sold under the following 
names were sold under misrepresenta- 
tion” after which “SUN-GLO Lamp 
from the SUN-GLO LAMP WORKS, 
INC.,” is mentioned is misleading be- 
cause the Bureau of Standards never 
made a test of SUN-GLO Lamps ac- 
cording to the provisions of the initial 
rating test provided for in the Federal 
Stock Standard Catalog W-L-101 
which governs all tests made to deter- 
mine the acceptance or rejection of 
any lamps furnished on Government 
Contracts. 


All quotations in Italics are contained in Columbus Better Business Bureau Bulletin,-September, 1932. 


SUN-GLO LAMPS are an American product, made in the United States. They are pro- 
duced under the supervision of expert engineers. Only the most modern machinery is 
employed in their production; only the best approved materials are used. 


Every SUN-GLO LAMP is rigidly tested and inspected at every stage of manufacturing 
for quality and perfection before being packed and shipped to our distributors. 


SUN-GLO LAMPS are distributed to the retail trade by representative jobbers through- 
out the country. These distributors testify to their service and satisfaction. 


SUN-GLO LAMP WORKS takes this means to advise the trade that it will continue to 
furnish a high grade product and maintain its distribution policies on the highest plane of 
scrupulousness and in accordance with sound American business principles. 


SUN-CGLO LAMP WORKS, Inc. 


Brooklyn, New York 
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ROFITS PLENTY & 
NESCOS SHIP of 1933 


One of the Proven Profit Makers 
ROYAL ENAMELED WARES 


. 1933 will be a year of keen merchandising! 
. Profits only will tell the story of success in 1933 


. There are profits plenty in the cargo of Nesco’s ship for 1933 
—and one of the outstanding proven ones is the ROYAL 
ENAMELED Wares classification 


. Thru the combination of high quality at moderate prices— 
ROYAL ENAMELED Ware lines have proven their ability to 
bring new customers and profits 


. Dealers who are stocking the ROYAL ENAMELED Ware lines 
say “they've got everything”— including generous profits. 

. We are in a changing market— investigate new lines and 
compare with those you now have—give them all the “acid 
test” of Profitt—ROYAL ENAMELED Wares will back up every 
claim we make for it. 


Decide now to make NESCO your source of supply for Housefurnishings in 1933. 


NATIONAL ENAMELING & STAMPING CO., INC. 
Executive Office: 272 North Twelfth Street » MILWAUKEE, WISCONSIN 
Factories and Branches: Milwaukee, New York, Baltimore, Granite City, New Orleans 


NESCO ROYAL ENAMELED WARES 


WHITE ° IVORY 


MARCH 2, 1933 
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SEVEN FEATURES 
OF THE “NEW DEAL” 


1. Greater discounts—dealers must have 
a greater margin to sell effectively and prof- 
itably. Servel gives it to them! 


2. Lower prices — dealers today must be 
able to meet price competition as well as the 
quality market. Servel provides both! 


3. New lines— the new Crusader line com- 
bines low price with quality. Servel Her- 
metic is a high quality line at reasonable 


prices. 


4. A complete line—dealers can’t sell 
prospects refrigerators they don’t have! 
Servel offers the most complete line of elec- 
tric refrigeration on the market today. 


5. New advertising set-up—dealers today 
must find live prospects. Servel advertising 
goes direct to real prospects, over your name. 
Thousands of messages by Special Delivery. 
And that’s not all! 


6. New field of prospects — today each 
field of prospects is smaller. Servel opens 
up new fields. 


7. New factory help —a direct factory 
contact—with direct factory help. 


YOU DON’T HAVE TO SACRIFICE 
43% OF YOUR PROFIT! 


ERVEL for more than fifteen years has been an 
outstanding leader in the electric refrigeration 
industry. From this vantage point of experience 

and leadership Servel has made a thorough analytic 
study of the industry to reveal startling facts. As a 
result Servel again steps out far ahead of manufac- 
turers in all lines with a “‘new deal’’. Servel believes 
that greater profits belong to the man who 
actually makes the sale. 


If you have not been satisfied with the profits on 
your refrigeration business you will be interested in 
this new deal. 


Manufacturers in other lines and outstanding re- 
tailers say that Servel has taken ‘‘an aggressive for- 
ward step’—‘“others are sure to follow’’—‘‘sound 
business planning’’—“‘it’s bound to succeed,” etc. 


ERVEL 


EVANSVILLE, INDIANA 








Servel’s Modern 30-acre plant at Evansville, Indiana 
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are a sure cure for the "Sales Blues." 

Your customers know Real Values when 
they see them. Here's how these assortments 
line up: 


No. 1933 Osborn Varnish Brush Assortment 
Quantity Width Length Suggested Retail Price 


y-. SIR! These Osborn Brush Assortments 








8 " 21/4" 15¢ each 
8 1," 21/4" 20c each 
8 2 2\/,"" 25c each 


Attractively designed display box with the 24 
Osborn No. 1933 Flat Varnish Brushes makes 
a powerful merchandising unit. Brushes have 
beautiful rippled black and white handles; 
Pure Chinese Bristle, vulcanized in rubber; 
nickeled ferrules. 


No. 4360 Osborn Wall Paint Brush Assortment 


Quantity Width Length Suggested Retail Price 
12 31/5" 31," 60c each 


This assortment shouts VALUE! Handles of 
brushes are attractively lacquered in bright 
orange and black. Brushes made of Pure 
Chinese Bristle, vulcanized in rubber; nick- 
eled ferrules. 





These brushes have the appearance and 
"feel" of high priced brushes. They are REAL 
VALUES at the remarkably low price of 60c 
each. 


Ask your jobber or write us for complete in- 
formation about Osborn Brush Assortments. 


THE OS80RN MANUFACTURING COMPANY 
5401 Hamilton Avenue - Cleveland, Ohio 


Sales Offices 
New York - Detroit - Chicago - San Francisco 
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Use Osborn Brushes 
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No. 4360 WALL PAINT BRUSH ASSORTMENT 
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A neon sign calls attention to the basement as a regular department of the store. Below: In a 
basement where the ceiling is low the lighting fixtures must be mounted high, and on close spac- 
ings. Enclosing globes of diffusing glass are suitable for this class of lighting. 


Mlake ae Basement 
Pay Dividends... 


by D. W. ATWATER* 


HE American buying public to- 
day has an insatiable desire for 
bargains. Some years ago the 
large department stores in New York 
and other metropolitan cities dis- 
covered that the mere mention of the 
word, “bargain” seemed to en- 
courage selling activity. Bargain 


basements in nearly every large de- 
partment store today owe their 
growth and popularity of appeal to 
this fact. Merchandise which might 
have depreciated to zero value on 
upstairs’ shelves is constantly flow- 
ing from these basements at a profit. 

Small suburban stores have also 
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come to capitalize on this peculiar 
psychological twist of human nature, 
although they already have a valu- 
able attraction for customers—sav- 
ing a tiresome journey into the city. 
The merchandise of a hardware 
store, however, is of somewhat a 
stable character, and may not easily 
lend itself to bargain sales, at least 
with any degree of frequency. In- 
stead, monthly bargain sales may 
perhaps be of a more profitable 
policy. In between sales, the base- 
ment might well function as a regu- 
lar department of the store. How 
lighting as a sales booster can fit 
into either of these selling programs 
is a story in itself. 


Function of Light 


Briefly the job of light in this par- 
ticular phase of hardware mer- 
chandising is to attract attention. 
identify the basement entrance and to 
arouse buying enthusiasm. Whether 
illuminating a sign, producing a 
spotlight, or merely spreading good 
general illumination, light becomes 
at once an invaluable adjunct to the 
selling procedure. 

In a world where our every step 
is influenced more or less by signs, 
people have come to regard their 
function in a matter-of-fact manner. 
Hence, the value of a sign as a me- 
dium of pointing out the basement 
entrance, cannot be denied. 

If located in some out-of-the-way 
place not likely to be noticed, the 
basement stairway should be indi- 
cated by a sign so placed that it is 
wisible from any point in the store. 
A plain painted sign, illuminated by 
the store lighting is satisfactory but 
better still, an electric sign is more 
effective and of course more desir- 
able. If the stairway descends from 
a point near the main entrance it 
should be identified with a sign 
having a strong punch so as to catch 
the immediate attention of entering 
customers. The amount of wattage 
used to produce this effect will cer- 
tainly be repaid in the additional 
traffic diverted downstairs. 

When the route to the basement 
entrance is marked clearly, the stair- 
way itself should next receive special 
lighting treatment. General practice 
has a sign mounted below the top 
of the guard rail directly over the 





: *Commercial Engineering Department, 
| is seen Lamp Company, Bloomfield, 
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stairway. If, however, the guard 
railing stands some three to four feet 
above the floor, mounting the sign 
on top will project it above the 
counter tops and make it conspicu- 
ous from any point in the store. Such 
a sign should be lighted, and if oper- 
ated with a flasher, will have added 
attention value. 

Lighting cannot rightfully be ex- 
pected to carry the full responsibility 
for creating attention value around 
the basement entrance, particularly 
when the floor area there is cluttered 
up with floor merchandisers and 
other obstructions. The very pres- 
ence of such objects forms a psycho- 
logical barrier to customers. There- 
fore, an area of some six to ten feet 
around the stairway should be open 
and free of counters, garden tool 
racks, display cases, or any projec- 
tion which might interfere with the 
entrance of customers. Ease of traf- 
fic here is most essential to the suc- 
cess of basement selling and of 
course good illumination is a recog- 
nized necessity in this vicinity. 


Encouraging Buying 
Excitement 


Of their own accord bargain sales 
seem to key up the buying pitch of 
customers. To capitalize on this 
feeling by encouraging greater ac- 
tivity and excitement is within the 
scope of light. 

A flashing sign, for example, helps 
along this feeling. Another is the 
use of spotlights for identifying the 
basement entrance. A couple of 250- 
watt window spotlights focused on 
the stairway entrance from a con- 
cealed point on the top of the wall 
cases will brighten this area and 
make it hard for customers to ignore 
the presence of a basement. 

Once a customer has gone down- 
stairs, the success of selling is pri- 
marily a function of price, partic- 
ularly for the bargain sales. Mer- 
chandising jolicies in the basement 
maintained as a regular department 
should follow those in effect upstairs. 
In either case the application of 
artificial illumination is practically 
indispensable. 

For a bargain sale, counter signs, 
spotlights, and flasher effects inten- 
sify the buying impulse. Behind 
these effects, however, there should 
be a reliable lighting system which 
produces sufficient illumination for 
the regular basement selling pro- 
gram. To accomplish this end, 
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certain factors must be taken into 
consideration. 


Low Ceilings a Problem 


The low ceiling usually found in 
a basement store influences the design 
of lighting installation. Obviously, 
for the sake of clearance, the light- 
ing fixtures must be mounted close to 
the ceiling where they are not so 
much in the direct line of vision of 
customers and cannot interfere with 
their view of the merchandise—a 
most undesirable condition from the 
standpoint of the merchant. 

A low ceiling room has a tendency 
to give a cramped and dingy impres- 
sion, which a cheerful lighting effect 
will counteract with surprising sim- 
plicity. Plenty of light will accom- 
plish this effect if it is controlled so 
that harsh brightness is minimized. 

Enclosing globes of diffusing glass 
are recommended for controlling the 
bright light spots of incandescent 
lamps. If the occasion permits, re- 
cessing the fixtures into the ceiling 
behind frosted glass panels is of 
course the ideal installation. But 
for the average installation, enclos- 
ing globe fixtures satisfactorily meet 
the demands of basement selling. 

With a low ceiling, high wattage 
lamps spaced far apart do not dis- 
tribute light evenly and efficiently 
over a wide area as they do from 


a high ceiling. In addition, high 





wattage lamps under such conditions 
produce a globe brightness that 
sends objectiomable glare into the 
eyes of customers. The best alterna- 
tive, then, is to use low wattage 
lamps, say of 150 to 200 watts, and 
mount them on close spacings. The 
use of 150 watt Mazda lamps in en- 
closing globe fixtures and spaced 
about 8 ft. apart gives a satisfactory 
effect in the basement store where the 
ceiling height runs from 7 to 9 feet. 


Open Display 


Needless to say if open display 
selling is a fundamental practice on 
the main floor then it is equally es- 
sential downstairs. Special counter 
lighting for the basement displays or 
the use of spotlights from distant 
points is perhaps not so necessary in 
a room with a low ceiling. The gen- 
eral illumination, designed in accord- 
ance with standard practice, will 
meet all the requirements of open 
display selling in the basement. 

Improvement in retail selling 
methods are all more or less the 
result of the change accompanying 
natural progress in business prac- 
tice. Along with this movement is 
the increasing use of artificial illumi- 
nation as a servant to merchandising 
and selling. Thus, as light is de- 
veloped from time to time for new 
selling mediums, it is really doing a 
distinct service to the retail dealer, 
including the hardware merchant. 
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DEMAND 
Credentials 


SUBSCRIPTION SOLICITORS 
are a problem to every leading publica- 
Well known publications, 
of their leadership, are usually chosen by 
these crooks in plying their trade. 
brought to our attention recently where two retail hardware 
merchants were victimized by unauthorized subscription 
agents, claiming to represent HARDWARE AGE. 

Our men carry unmistakable credentials and are ready 
to show them on demand. Do not pay any money to a sub- 
scription man unless he can produce credentials. 
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Bust Among Ourselves 


OR many years The Stanley 
Pees: New Britain, Conn., 

have used a distinctive blue and 
yellow package on which the com- 
pany name “Stanley” in an equally 
distinctive type style has appeared. 
Recently a Pacific Coast wholesaler 
was offered Stanley auto lamps and 
Stanley Flashlight lamps in packages 
of similar color scheme and labeled 
“Stanley” in a type style similar to 
that of the New Britain manufac- 
turer. The resemblance between the 
two packages is so close that the 
wholesalers were sure the lamps were 
made by the The Stanley Works, 
which is not the case. These lamps 
are Japanese-made although the only 
identification as to the manufacturer 
is the name “Stanley Electric Lamp 
Works” with no address. There is 
no connection between the two firms, 
but it is obvious that the lamps are 
packaged to infer such affiliation. 
Some years ago there was an Amer- 
ican lamp concern by the name of 
Stanley, but that organization was 
absorbed by Westinghouse and the 
name Stanley on lamps discontinued 
at the time. This is a thoroughly 
unfair practice and will not be en- 
couraged by American wholesale or 
retail hardware firms. 


—- HA ——_. 


I have seen conclusive tests prov- 
ing the inferiority of cheap foreign 
lamps both miniature and full size 
and am thoroughly convinced that 
high-grade American lamps offer the 
consumer better value. But this is 
the first time I have seen what ap- 
pears to be a deliberate attempt to 
trade on the good name of a well- 
known American manufacturer by 
copying the package color scheme 
and a similar name for a foreign 
product. 


— HA — 


Fifty per cent of the 1933 model 
autos are equipped for easy auto- 
radio installation. The market for 
this equipment has been estimated at 
250,000 sets at $45 to $55 each plus 
a $5 or $10 installation charge. As- 


MARCH 2, 1933 


by CHARLES J. HEALE 
Editor, Hardware Age 


suming the average sale would be 
$50, this presents a potential market 
of more than twelve million dollars. 
With the simplified installation, due 
to ready-wired 1933 autos, hardware 
merchants have an equal opportunity 
to share in the auto-radio business. 
There is a wide variety of models 
available at a range of prices to suit 
most motorists’ pocketbooks. 


— HA—. 


AN? while talking about 1933 
radios, don’t forget the “pee- 
wee” models selling from $15 to $25 
complete with tubes and operating 
on either D.C. or A.C. These are 
about the size of two standard size 
books and may be operated any- 
where, carried in suitcases or under 
the arm. Carrying cases with 
handles, at $5 to $10, are avail- 
able and provide opportunity for ar 
extra sale. These small editions 
work with surprising efficiency and 
are sold over-the-counter, like a 
can of paint or other packaged mer- 
chandise. In every community there 
is a market for this type of set; often 
as the second set in the family, for 
use while traveling or during the 
summer vacation. Students of radio 
distribution problems are divided on 
the effect of the “pee-wee” radio sets. 
Some believe their entrance on the 
scene will develop further chaos, 
while others say the new vestpocket 
copies will reawaken general public 
interest in radio and lead to the sale 
of larger sets. Whatever the outcome, 
a great many stores are making 
money selling these small sets in the 
meantime. They are popular and at 
present are moving fast. A controlled 
stock of the small sets should bring 
some extra sales to hardware stores. 
If you plan to capitalize on the “pee- 
wee” popularity, now is a good time 
to begin. 


—_ 


Coincident with the news that Con- 
gress speeches during the lame duck 


session cost the people $4,000 a day 
not including Sundays, is the report 
that the public pay $8,000 a year for 
shaves and haircuts for Senators. 
Enterprising Max Levand, publisher 
of the Wichita Beacon (Kan.), and 
his brother, Louis, have offered to 
supply all Senators with safety razors 
that they may shave themselves. If 
this deal goes through, Washington, 
D. C., hardware dealers take notice 
and get after the replacement blade 
business. 

Last November this column com- 
mented on the sale of 50,000,000 gal- 
lons of packaged lubricating oil sold 
through hardware, grocery, drug and 
department stores during the first 
ten months of 1932. Since that time 
several inquiries have been made for 
further details. These we are en- 
deavoring to obtain. In the mean- 
time, we learn that a Cleveland oil 
distributing company is featuring a 
2-gallon can of oil through hard- 
ware and grocery stores and that one 
grocery chain sells three carloads a 
week and another strictly local Cleve- 
land grocery chain sells that many 
per month. Stambaugh-Thompson 
Co., Youngstown, Ohio, are in the 
picture and report packaged oil a 
good seller. 


—- HA —— 


AST week Frank J. Pekoc, Jr. 
(Cleveland hardware mer- 
chant), drove me to Youngstown, 
Ohio, to visit Stambaugh-Thompson 
Co. We spent most of the day with 
P. J. Thompson, president of that 
firm, and learned many interesting 
things about its activities. P. J. is 
an artist and frequently sketches ani- 
mals on any handy bit of paper 
while talking hardware distribution. 
During our visit P. J. sketched two 
large horses as seen from the rear. 
Frank and I are hoping there is no 
significance to it. 


HA 








The Maine Development Commis- 
sion says that vacationists spend 
more than a million dollars annually 

(Continued on following page) 
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A Window in Lent 
Easy to Make 


Any time within the next forty 
days the window at the right will be 
effective. In fact, it is effective and 
usable any time of the year, but just 
now people are thinking in terms of 
Lent and its requirements. This is 
an arrangement used by J. J. Stangel 
Hardware Co., Manitowoc, Wis., in 
which sixteen dozen eggs were used. 
The display was made in two hours. 

Boxes were draped with velour, in 
the formation seen in the photograph, 
and with the aid of a small amount 
of merchandise, some manufacturers’ 
helps and the eggs, the window was 
ready for work. 
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More 


Spring 


Here are two seasonal displays 
based on a foundation of the Harp- 
WARE AGE interchangeable display 
fixtures. They are easily and quickly 
installed windows and can be made 
very effective by the use of colors 
suggesting spring in the banner on 
the background and in the price tick- 
ets and show cards. In the case of 
the paint window the paint labels 
will probably suggest a color scheme 
to follow out. 
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JUST AMONG OURSELVES Continued jrom page 27) 


on Maine hardware stores. These 
data are based on a survey which 
shows out-of-state fisherman start the 
ball rolling early in the spring, and 
that this holiday trade keeps active 
until the hunters depart late in the 
fall. The commission also reports 
that the total annual vacation ex- 
penditure is nearly $86,000,000, as 
pointed out in a story, “Vacation 
Gifts” (see H. A., Feb. 16, 1933, 
page 32). NOW is the time to pre- 
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pare stocks and plan displays for 
both gift and vacation needs. 
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As promised, there is an article on 
getting the jig-saw puzzle business in 
this issue. Nobody knows how long 
the fad will continue, but while it 
continues there is money in puzzles. 
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“The holding companies are mak- 
ing yes-men out of corporation heads 
and employers of labor, widening 


the gap between men on the job and 
their employers and encouraging the 
breakdown of independence in men 
and women,” says Prof. Wm. Z. 
Ripley of Harvard in a recent maga- 
zine article. He continues: 

“It seems to me a most menacing 
and unwholesome thing if any indi- 
vidual or a small group can put out 
bales of securities, create immense 
pools of other people’s money and 
use that money to control fundamen- 
tal industries.” 
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indows 


Yellow and green would be good 
dominating colors to use in the back- 
ground, price tickets and show cards 
for this garden and lawn equipment 
window. You can obtain a sheet of 
instructions for building your own 
interchangeable window display fix- 
tures by addressing the Window Dis- 
play Editor. No obligation. Please 
note that the instruction sheet is for 
the sketched original window display 
suggestions, not the photos of the 
actual windows shown below. 


“But the danger arises,” he says, 
“because through resort to this hold- 
ing company the banker is able to 
perpetuate and to pyramid his con- 
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trol—to subject all the men who do 
real things to the power of those who 
are in fact only financial intermedi- 
aries.” 





Missing Sales Opportunities 


An interesting comment is going the 
rounds, concerning a chain drug com- 
pany, who recently sent out a group of 
unknown shoppers to hundreds of Rexall 
stores in a check-up of retail selling. 
Each shopper was instructed to make 
one initial purchase, and then to accept 
any companion-sale suggestion made by 
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the sales person who waited on her——up 
to a total of five dollars in each store. 
Typical of what happened, one young 
lady shopper was sent out with $150— 
to spend five dollars in each of thirty 
stores in New England. In only three 
stores were any companion-sales sug- 
gested—one out of ten! 











Another Spring Line of 
Merchandise 
The Chicago Retail Hardware As- 


sociation’s model store provides some 
well-arranged windows calculated to 
produce sales. Here is one of the 
recent displays that can be utilized 
by other hardware stores, particular- 
ly during the spring season, when it 
will stimulate the roller skate de- 
mand. 


The largest amount this shopper suc 
ceeded in spending in any store was 
$4.06 for six items. The next largest 
amount was $1.09. And in one store 
where the proprietor himself waited on 
her, she bought a ten-cent item and he 
seemed perfectly satisfied. The result in 
those thirty stores was the expenditure 
of $15.86 of the $150 available. This 
same opportunity is probably lost by 
thousands of dealers and salesmen in 
other lines, as well as in the drug busi- 
ness—the opportunity to make sales 
which might have been made for the 
asking. 
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A NEW JOB 


NE of my jobbing friends, a 
() good strong hardware house, 
doing a business in several 
states, writes asking me to write an 
article on how he can increase his 
business in his natural territory. He 
asked me to write, laying down some 
simple plans that I have used in the 
past and have found to be successful. 
First of all, let me say that most 
Sales Managers are so busy with cur- 
rent correspondence, both with cus- 
tomers and salesmen, with the han- 
dling of orders in the house, with 
entertaining visiting customers and in 
conference after conference with buy- 
ers and others in the house about 
sales policies, that they actually 
haven’t any time to devote system- 
atically to the development of busi- 
ness. I do not make this statement in 
a critical spirit. These Sales Man- 
agers are doing their best. There 
are only so many hours in the day 
and night. 

An active Sales Manager has all 
kinds of work loaded on him whether 
it actually belongs to sales manag- 
ing or not. I, therefore, would pro- 
pose the use of another man, under 
the direction of the Sales Manager, 
to study all the possibilities of sell- 
ing goods and increasing business 
for the house in their natural terri- 
tory. 

Now, the danger of employing such 
a man is that just as soon as he gets 
started with his work the regular 
Sales Manager will wish to take a 
trip and will want this man to sub- 
stitute for him, or this new man will 
be given a lot of routine work that 
will interfere with his main duty to 
increase sales. It should be distinctly 
understood that this new man’s duty 
should be first to investigate and 
gather facts and next to put these 
facts up to those in the business un- 
der whose jurisdiction they will nat- 
urally fall. 

It would be much better if this new 
man should have a quiet office all to 
himself, where he could work without 
interruption. It would be much bet- 
ter if he did not have a telephone 
because a telephone while a great 
convenience is also a great inter- 
rupter. Suppose you had a man 
so installed in your business? Now, 
let me sketch some of his duties. He 
should read practically every letter 
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By SAUNDERS NORVELL 


that goes out of your business to see 
the kind of letters that are being sent 
out. Are your letters from every de- 
partment selling letters? Do some 
of your letters from some depart- 
ments actually help kill sales? Sup- 
pose in a certain month you make a 
mascot of a certain item trying to 
sell a large quantity. This man will 
prepare a paragraph on this item 
and will supply it to very corre- 
spondent so this paragraph without 
any extra work could be inserted in 
every letter. To illustrate:—“By the 
way, we are making a drive this 
month on No. 406 padlock. It is a 
splendid value for the money. Our 
salesmen are carrying samples. Has 
he shown you one?” 

Another point in letter-writing, is 
it a habit of your correspondents to 
invite customers to call at your store? 
Do they say, for instance, “It is a 
long time since we have had a per- 
sonal visit from you. When you 
come to town we will be glad to see 
you.” 

The average business house does 
not pay enough attention to the char- 
acter of their letters. A man is hired 
because it is thought he is competent 
to fill a certain position. Then he 
goes to work, writes his own letters 
in his own way and as a matter of 
fact nobody knows the kind of let- 
ters he is writing. What I mean is 
that a house should have a general 
policy and control of its letter 
writing, without of course interfer- 
ing with the individual or cramping 
his personal style. Letter writing in 
every business should be studied and 
organized. 

Suppose a new account is opened. 
A salesman sends in an order for a 
few items. The order is passed by 
the credit department. It is filled 
and usually that is the end of the 
matter. Maybe this new customer 
may buy again and maybe not. Af- 
ter this new account is passed and the 
order put into the works this new 
man should look up this new account 
and study the possibilities of future 
business. If it is a retail dealer, of 
course, there are unlimited possibili- 
ties of sales on a long line. Why 
not? Why a few items? When all 


the facts are gathered the new man 
puts up the situation to the Sales 
Manager who can take it up direct 
both with the new customer and 
with the salesman. Suppose the new 
account opened is a large manufac- 
turer? What does this manufacturer 
use in the hardware line? Why not 
get these facts and then find out why 
business cannot be obtained on these 
other items. If convenient the new 
man might make a call to get facts. 
He would have time. The average 
salesman hasn’t time. He is in too 
much of a hurry. While the aver- 
age salesman is investigating he 
would lose other sales. 

Every order from a new customer 
should be intelligently acknowledged 
and this letter should show an inti- 
mate knowledge of the new custom- 
er’s business and the prospects for 
further trade. A “follow up” should 
be placed in the new man’s file to be 
taken out in 60 or 90 days to see 
whether the new account has bought 
any more goods. If not, why? On 
to Sales Manager—to salesman. Talk 
to salesman about account on his next 
house visit. 

The new man should go over ac- 
counts and see whether customers 
have quit buying, and also whether 
accounts are falling off? Why? In- 
vestigation. Letters to customers. 
Information to Sales Manager—to 
salesman on house visit. Something 
definite to talk about besides the 
weather and the depression. 

The.new man should study sales- 
men’s territories, taking the territory 
showing the gratest decline first. 
Records of sales by customers. Lists 
of dealers in territory not buying. 
These studies in connection with the 
salesmen develop some very inter- 
esting situations. Here are a few of 
them treated briefly. Salesman’s per- 
sonal quarrel. Salesman selling one 
dealer in a town. Salesman’s per- 
sonal friendship for the dealer—all 
other business in town passed up. 
Good towns hard to make. Incon- 
venient train schedule or bad automo- 
bile roads. Salesman considering his 
own comfort. 

Every Sales Manager knows that 
the volume of sales in territories go 
up and down. They are never static. 
A salesman’s territory that has been 
good for years starts declining. 
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_ Salesman on visits explains bad con- 


ditions, keener competition, etc. 

The first thing to do before study- 
ing a territory in detail is to study 
the salesman. Has he let up? Some 
causes for dwindling sales: Drinking. 
Card playing. Calico chasing. Play- 
ing the stock market. One of the ef- 
fects of the recent depression all over 
the country was where not only sales- 
men but business men having been 
hard hit speculating in the market 
have been depressed and lost vitality 
in selling goods. They are not 
aware of this themselves. The man 
who is “shot” in the market becomes 
a daydreamer. He has lost his 
nerve. He sits and broods. If you 
cannot get your salesman to shake 
out of this, if he has these symptoms 
you better let him go. This condi- 
tion has affected thousands of sales- 
men the past three years. It is 
psychological. It had nothing to do 
with the possibilities of selling goods 
on the territory. All of us, who 
have studied these things, have seen 
the results everywhere. Salesmen 
come into make sales calls. They 
are licked before they come in. They 
tell us a story about some fellow who 
jumped out of a hotel window. They 
tell us nothing about their goods. 
Everything about them is negative. 
“You don’t need any goods in our 
line, do you?” Just get that ap- 
proach! “I suppose you are not 
in the market on our line at this 
time?” Get that from a salesman! 

Then there are domestic troubles. 
Nothing will put a salesman more 
quickly in the discard. Then, of 
course, there is extravagance. The 
salesman is in debt. He is being 
dunned and naturally that affects his 
state of mind and his sales fall off. 

I could tell story after story of 
such situations. They are amusing 
because the Sales Manager is study- 
ing sales records when he should be 
studying the mental condition of his 
salesmen. 

Now, in these remarks I am not re- 
ferring so much to the salesman who 
is a misfit, not the fellow who starts 
with a bad mental condition, but to 
men who have been good salesmen 
and then from one of many causes 
have mentally gone wrong. Every 
Sales Manager should study his sales- 
men in this respect, but most of 
them don’t. They seem to think be- 
cause a man was all right last year 
he is all right this year. Such an as- 
sumption is very dangerous. Men 
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change from year to year. Some be- 
come better salesmen because of their 
improved mental outlook. Others 
lose their grip and start on the 
toboggan because their mental make- 
up has become completely disorgan- 
ized. Even with your good salesmen 
no two are alike. Everyone has his 
strong points and his weak points. 
Some of the weaknesses of first-class 
salesmen are astounding. In an in- 
tensive study of sales results of your 
best men you will find the most curi- 
ous developments. I have known of 
many first-class hardware salesmen 
who wouldn’t and couldn’t sell cut- 
lery. These men seemed to have a 
distaste for the cutlery line. They 
would hardly take an order if it was 
pushed at them. Some of these cases 
are incurable. Others can be cured. 
In the incurable cases if you wish 
cutlery business on the territory you 
must send a special cutlery man to 
get it. 


The Speed Mania 


The automobile has developed a 
speed mania with a large percentage 
of the salesmen using them. They 
are thinking not of the size of the 
orders, but of making certain points 
at certain times. It would be sup- 
posed that the convenience of the 
automobile, coming and going as you 
please, with plenty of space for car- 
rying samples would be of great 
assistance in selling goods. In many 
cases the automobile has had exactly 
the opposite effect. Salesmen may 
carry samples in their tonneau, but 
they don’t take the time to show 
them. In the old days when a sales- 
man, because of trains had to stay 
in town all day he would show sam- 
ples and sell cutlery and other goods. 
Our new man in studying the work 
of salesmen and going over their or- 
ders, after they have been filled, with 
the records of towns and accounts be- 
fore him, will soon find out just who 
the speed artists are. Their orders 
will show it clearly. New and profit- 
able goods that could only be sold by 
sample will be conspicuous by their 
absence from orders. 

What is the cure of all these sales- 
men’s problems? Should the sales- 
man who is not living up to his op- 
portunities be promptly fired? I 
should say not. The next man you 
hire may be worse. If the salesman 
has been with your house a long time 
you will lose all the benefit of the 


training he has had. These sales- 
men should first be diagnosed. The 
seat of the trouble discovered, and 
then they should be treated just as 
a physician treats a patient. 

What a lot of funny stories | 
could tell in this connection. I have 
loaned good salesmen money when 
they had speculated themselves into 
a bad hole. I have assumed their 
debts and have helped work the 
salesmen out. When a good sales- 
man and his wife went on the war 
path I have been forced to take a 
hand in the mess. I have usually 
found the wives right and the sales- 
men wrong. In saving several wives 
their husbands and saving several 
husbands good wives | have also 
saved good salesmen for the busi- 
ness. 

In other words, there is a whole 
lot more to sales managing than sim- 
ply prices and orders. The big end 
of sales managing is “humanity.” 
Von Ludendorf in his book on the 
World War states that a battle is 
not static. It constantly changes. A 
great General must be there to take 
advantage of these changes and sud- 
den opportunities. The same thing 
is true of any business whether it is 
large or small. Business, like life, is 
not static. It is constantly in a state 
of flux or change. To make a busi- 
ness successful this changing pano- 
rama must be carefully studied and 
adjustments made from day to day 
and from week to week of the 
changed conditions. That is one rea- 
son why so many merchants are be- 
wildered today. They have expected 
to settle down in the good old ways. 
Their idea of a perfect life was to sit 
still and allow their arteries to 
harden. But life isn’t built that way. 
The law of_life is constant change 
and as long as we are in business we 
must expect these changes and we 
must be alert to avoid the losses en- 
tailed and to take advantage of the 
opportunities offered. The new man 
[ would put in my friend’s business 
would be a man to study all these 
things on the side line and to make 
suggestions to the Sales Manager, 
buyers, credit man and the salesmen, 
who are so thick in the fight that they 
haven’t the opportunity to study and 
know exactly what is happening in a 
big way. The average sales man- 
ager and salesman cannot see the 
woods for the number of trees that 
surround him. 
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Retail Hardware Advertising 


DVERTISING should keep mer- 
A chandise moving from ll 
departments. Natural de- 
mand will cause some items to move 
more rapidly than others, but the 
alert salesman uses that natural con- 
tact to move other items also. A 
good advertisement does the same 
thing, and has the added advantage 
of reaching more people than the 
salesman can. 

Many who have tried advertising 
form opinions as to its effectiveness, 
or lack of it, without considering the 
factors outside of advertising that 


By J. A. WARREN 
Associate Editor, Hardware Age 


have their certain effect. Suitabil- 
ity of the copy to the type of cus- 
tomer to be reached, proper descrip- 
tion of the article advertised, illus- 
trations, good ad setting by the 
printer, and clean printing of the 
paper, all play their part in the im- 
pression of the ad on the reader. A 
good store, offering good merchan- 
dise may make a bad impression 
upon the customer through an ad 
that has broken, badly printed type 
faces and a border with gaping 
corners. These are things that must 
be corrected by the newspaper, but 
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they certainly are important to the 
advertiser. 

Among the things the advertiser 
can control is the copy that goes 
into the ad. Before preparing your 
copy, give some thought to the sort 
of customers you are going to ap- 
peal to. Are they home owners? 
Young or old people predominat- 
ing? Do they have gardens? An- 
swers to such questions will give you 
a better idea of what will probably 
interest these people. 

When you have made an estimate 
of these things, provided you have 
been reasonably careful about it, you 
will have a good idea of the class of 
trade to which you should cater. In 
other words, you will know what 
merchandise will most likely inter- 
est them. 

Let us suppose that an important 
number of your possible customers 
are home owners and have garden 
plots and lawns on their property. 
Approaching springtime, _ particu- 
larly in these times, these people will 
be interested in raising their own 
vegetables. It is a natural economic 
necessity for them to do so, and you 
have a common ground upon which 
to reach them. Let your ads picture 
the satisfaction of raising one’s own 
food and the pleasure in a well-kept 
lawn. 

Some items have a way of draw- 
ing people to the store although, hav- 
ing come to the store, the customer 
buys some other item. This should 
be taken into consideration when ap- 
praising the value of advertising. 


Preparing the Ad 


Now that you have decided upon 
the possible needs of your commu- 


This is how a layout looks as pre- 
pared for your printer or news- 
Paper man. The {illustrations are 
pasted in their proper places as 
they are to appear in the ad and 
the letters (A) (B) (C) ete. indi- 
cate the copy, corresponding to the 
same letters on your copy sheets. 
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nity, let us begin the ad. Take a piece 
of paper for a “layout,” wrapping 
paper will do nicely. Measure off 
the size of the space you intend to 
use, and draw a line around it. It 
will be well to be very accurate about 
this matter, because the printer will 
be better able to give you what you 
ask for if you make the proportions 
right. 

Decide how much space is the 
proper amount for each item just as 
you would give it display space in 
relation to its importance as part of 
your stock. 

If you have cuts of any of the 
merchandise, and you should use 
them wherever possible, paste these 
on the layout in the proper posi- 
tion and then fit your descriptions 
around the cuts. These illustrations 
should, where possible, be actual 
pictures of the merchandise, so that 
further description can be confined 
to features that cannot be seen in the 
picture. 

As shown in the accompanying il- 
lustration, your copy should be in- 
dicated on your layout by letters 
which correspond with the copy from 
which the descriptions are set by the 
printer. Write in your main head 
and section heads on the layout and 
have the printer display these in con- 
trast to the descriptive matter. 
Prices should also be brought out 
in stronger type. Have the printer 
use type that is plain and easy to 
read for the reading matter. 


Things to Remember 


The utility of the item is more 
important to get into your copy than 
the mere mention of the item and 
the price. Remember that you are 
advertising to create a desire on the 
part of the customer to own the item 
you have for sale. The price doesn’t 
matter to him if he doesn’t want the 
item. If he wants the item badly 
enough, the price will not matter a 
great deal either. Try to find all the 
utility features of the item and then 
talk about them, as well as the satis- 
faction that ownership will bring 
the purchaser. 

Remember, too, that many good 
ads have been printed, yet, because 
of unfamiliarity or indifference of 
the selling staff to the merchandise 
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CRYSTAL CLEAR 
OPTIC BLOWN 
TUMBLERS 

2 ror... 


Full 9 4 Size 











BARGAIN BASEMENT 


Values to 50¢ 


Colored Glassware, Salt 
and Peppers, Bud 
Vases, Ash Trays, Tea 
Pots and other wanted 
articles. Choice 








BARGAIN BASEMENT 


EXTRA SPECIALS 


Table Stemware, Cock- 
tails, Tea Glasses, Tum- 
blers and many others 
from higher priced 
lines, Choice 








M 





ENAMEL 
CAKE COVER 
and BOARD 


$1.00 Values 


79c 


These come in the most want- 
ed size. Attractive green and 
blue designs. 








satel — 


SAUCE “PANS 


$1.59 


Two lipped, two quart, stain- 
less stee] sauce pans. Guaran- 
teed for 10 years. 








TAPLIN 


EGG BEATERS 


19c 


118 Inch center driving wheel, 
eight beater blades, green 
handle afd knob. 








Full size, double wire, four 
sifters, green knob handle. 


WA 


Dust Mop ana BottleotPolish 


Large size polish mop, full body, 
full weight, covers lots of floor 
space. Complete with handle 
and bottle of polish. ALL FOR.. 


49¢ 








GARBAGE CANS 


Extra heavy hot dipped 
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Self-Wringing MOPS a al 
SE 9c 

















BRIGHT TIN 
TUBE 


@ quart 
bright tin tube cake pans, 


19¢ each. 


Yankee 
CAN OPENER 


5% Inch. Nickel plated, 
tempered steel biade. 
Bottle opener and cork- 
screw, 














Popular size, well fin- 
ished with, 2 coats of 
white enamel, 2 glass 
shelves, shock glass 
mirror. On sale 8c 


WHITE ENAMEL 
MEDICINE CABINETS 


98c 


\! 
: 
i 








35c value. each, 











WELDED WIRE 


EGG BASKETS 
9c 


Popular size. Ideal for use in 
refrigerator for eggs and 
fruit. 

















$1.25 ENAMEL 12 Qt. 


TEA KETTLE | “x(t 


PAIL 


lve quart 
mameled tea ¢C 25c 
Kettles. Choice 
of white or Iv- lg Ee aus 
f° Mi vy quality. Copper 
$12 “8 v4 wire bail. Wool handle. 














Franzen Hardware Co., Riverside, Calif., report this ad the best producer 
of sales among several checked. They attribute the results to a wide appeal 
as well as to the values offered. The orderly arrangement, good contrast 
between the headlines, prices, etc. and the descriptive matter, contributed 


to its effectiveness from a selling standpoint. 
vincing because of the absence of useless superlatives. 


Note the clean-cut copy; con- 
Her is an ad for 


hardware men to study. 





being offered, the net results were 
disappointing. Advertising will do 
its part if all the other selling aids 
work with it. You cannot adver- 
tise now and then and expect any 
magic in the way of profitable re- 
turns. Advertising has done its work 
if it brings people into the store. 


You must do the rest of the selling. 

Good-looking ads get more atten- 
tion than carelessly prepared ones. 
By good-looking ads, we mean ads 
that have the proper amount of con- 
trast between light and dark type 
faces, balance of illustrations and 
layout. 
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Profit from 


The 
Jig-Saw 
Jag 


BY J. M. WITTEN 
Associate Editor, Hardware Age 


ITH the vogue for jig-saw 
puzzles less than a _ year 
old, the American public is 


spending a million dollars a week to 
follow the fad. As the craze con- 
tinues to gain additional momentum, 
this huge weekly expenditure seems 
destined to reach even a more stag- 
gering total in the near future. The 
new diversion of the nation has 
worthwhile profit possibilities for 
every hardware merchant. 

There are two phases to the puzzle 
market—the sale of factory-made 
puzzles and the profits through fea- 
turing the tools and materials re- 
quired in making jig-saw puzzles 
at home. Many who have closely 
studied the development of the pub- 
lic’s fancy in such matters have con- 
cluded that the jig-saw fad will be 
more lasting than any previous vogue 
of its kind. Their deductions are 
based on the facts that the puzzles 
are unique in appealing to young and 
old of both sexes, and that they eas- 
ily adapt themselves to an almost 
endless variety of use which will 
continue to fascinate enthusiasts for 
some time to come. 

As a rule, the puzzle enthusiast, 
having read and heard about them, 
becomes personally interested 
through purchasing one of the jig- 
saw type, die cut, cardboard puzzles 
widely sold by news and cigar stands. 
It is said that two million people 
are spending on an average of half 
a million dollars weekly for puzzles 
of this type alone. 








34 





A demonstrator at Hammacher-Schlemmer & Co., Inc., New York City, shows how 
to cut jig-saw puzzles. This firm has greatly increased its sales of these machines 


As the fascination of the en- 
thusiast grows, a desire quite natu- 
rally develops for better puzzles, 
more substantially made, more intri- 
cate in design, and having more in- 
teresting or attractive illustrations. 
This desire can be satisfied by either 
making or buying genuine jig-saw 
puzzles. These are made of three-ply 
basswood, and painstakingly cut on 
either manually operated or electri- 
cally-driven jig-saws. The difference 
between the genuine jig-saw puzzle 
and those of the jig-saw type is read- 
ily apparent to the casual observer, 
as the difference in quality as evi- 
denced by workmanship and material 
is sharply marked. Naturally the 
difference is reflected in retail prices. 
The real jig-saw puzzle is seldom of- 
fered for less than $1, a 500-piece 
puzzle retails for $7, while $18 is 


the retail price for one of 1200 
pieces. In contrast, puzzles of the 
jig-saw type have been produced in 
large quantities to retail usually at 
10, 15 or 25 cents. 

Many enthusiasts are finding that 
making their own puzzles supplies 
added zest to the diversion. Individ- 
uality can be exercised in the shape, 
size and number of pieces in the 
puzzle. Pictures of their own choice, 
often photo enlargements can be used 
io make puzzles to suit individual 
tastes. With the equipment and ma- 
terials readily available to everyone 
at reasonable cost, puzzles can be 
made at home that are both less ex- 
pensive and more interesting than the 
factory-made products. 

Many hardware merchants have 


(Continued on page 50) 
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New York Association Endorses “Buy America” Idea 





H. B. DIETRICH 
Retiring President 


ITH 500 members in attend- 

ance the New York State Re- 

tail Hardware Association Inc., 
convention opposed all sales taxation 
and increased N. Y. State auto license 
levy on light trucks as used by farmers 
and hardware stores. Since the conven- 
tion at the Hotel Syracuse, Syracuse, 
N. Y., Feb. 7 to 10, 1933, the latter 
measure has been withdrawn for all 
trucks under 4000 pounds. The asso- 
ciation approved with thanks the work 
of the N.R.H.A. price commission and 
heartily endorsed in a resolution the 
“Buy American” idea wherever manu- 
facturers made it possible for the trade 
to do so. This resolution in spirit fol- 
lows closely the theme of the HARDWARE 
Ace editorial published Jan. 19, 1933 
on page 27. <A _ proposal by John 
Couden, Manlius, N. Y., that the 
N.R.H.A. organize for the manufacture 
and distribution of paints, paint brushes 
etc., and later other merchandise lines 
is to be submitted to the National al- 
though the opinion was freely expressed 
both in and out the sessions that such 
an arrangement is not practical nor 
within the scope of that body’s func- 
tions. 

W. H. Paddock, Wolcott; succeeds 
H. B. Dietrich, Salamanca, as president. 
Vice-presidents are Chas. D. Starks, Far 
Rockaway, and R. C. Boyce, Wellsville. 
Secretary-manager John B. Foley and 
Fieldman Geo. G. Hoy continue in their 
respective positions and took a very ac- 
tive part in the convention. Directors 
are: H. P. Albright, Albany; John W. 
Brown, Jr., Syracuse; J. W. Spalding, 
Lockport; C. R. Barstow, Massena: 
John A. Herrick, Southampton; E. O. 
Winegar, Buffalo; Harold W. Allen, 
Clinton; C. F. Lawrence, Katonah; 
John H. Westerman, Walden; Clayton 
Flanagin, Minoa; J. A. Peck, Elmira: 
D. M. Herron, Auburn: Benj. Wankel, 
New York City; R. L. Canfield, Leroy; 
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WILLIAM H. PADDOCK 
President 





JOHN B, FOLEY 


Secretary-Manager 


Thos. Johnson, Fulton; and A. F. Me- 
Evoy, Hudson. Frank E. Pelton, Her- 
kimer, continues as treasurer. 

Following the President’s breakfast, 
Tuesday morning, President Dietrich 
opened the convention with a brief in- 
spirational message calling for courage 
and hope with the knowledge that “re- 
covery will be gradual.” In keeping 
with the “Business Battle theme” of the 
sessions Rev. Francis P. Joyce, Major- 
Chaplain, U. S. Army, retired, delivered 
the invocation. At the Wednesday 
night banquet Major Joyce made a brief 
talk, based on humorous and human 
stories of his long military experiences. 
B. F. Metcalf, Jr., Chittenango, presi- 
dent of the Central N. Y. Hardware As- 
sociation welcomed the convention to 
Syracuse and Paul J. Stokes, N.R.H.A. 
talked on the cyclés in which business 
moves, illustrating his remarks with the 
well-known Col. Ayres’ chart which he 
had previously used at the 1932 
N.R.H.A. Congress at West Baden, Ind. 
John L. Train, insurance executive of 
Utica, talked on the growing public ex- 
penditures and the vital need of reduc- 
tions in government operations costs, 
in which talk he received hearty ap- 
proval from the convention. 

Wednesday morning, Secretary Foley 
and vice-president Starks led a discus- 
sion on the sales tax as proposed by 
the State Legislature. After much dis- 
cussion almost entirely in opposition a 
show of hands indicated all but two 
members unalterably opposed to such 
legislation. 

M. FE. Skinner, Niagara-Hudson 
Power Corp., Buffalo told of his com- 
pany’s efforts to cooperate with hard- 
ware dealers in the sale of electrical 
appliance. Although obviously speak- 
ing as a Utility executive opposing anti- 
merchandising legislation, his talk was 
generally considered entirely fair. He 
stressed the hardware dealer’s responsi- 


bility in connection with current in- 
creased opportunity to sell electrical 
merchandise and told how in several 
sections his company was selling appli- 
ances only in a cooperative plan with 
retailers. 

Mrs. Ada Pugh, Syracuse, reported 
on a recent shopping tour through local 
hardware and chain stores, reciting ac- 
tual conversations and sales made in 
both groups. 

Wm. L. Butler, associate editor, Good 
Hardware, talked on salesmanship and 
courage, illustrating his points with 
recent observations in hardware stores. 

The report of the N.R.H.A. price 
committee was made by National direc 
tor Horace P. Aikman, Cazenovia. 
N. Y., aided by a display of mail-order 
goods tagged with prices paid, com 
pared with average hardware deale 
costs. This talk led to considerable dis 
cussion about the unfairness of exist- 
ing price discrimination with a few 
opinions that insufficient consideration 
was given to volume and cash position 
of dealers who registered complaints. 
John W. Spalding, Lockport, told how 
he had gone on a cash basis which per- 
mitted him available money to make 
advantageous purchases of competitive 
goods in volume. 

John W. Couden, Manlius, urged 
hardware dealers to “Buy American” 
and recited local experiences about un 
employment which he thought could be 
relieved by buying domestic made 
goods. His was a spirited plea for 
“Buy American,” was well received and 
led to the resolution mentioned pre 
viously. Chas. J. Heale, editor, Harp 
wARE AGE brought the Buy American 
discussion to a close, urging an expres 
sion from the association on the subject 
which would embrace both the Buy 
American plea and the need of equit- 
able prices. This was summed up in 
his closing remarks as follows: 

“If hardware merchants are to buy 
American-made goods, that American 
factories may provide employment and 
steady wages for American workmen to 
spend in American retail stores—then 
American manufacturers must do their 
part to help these American independ- 
ent retail hardware stores stay in busi- 
ness. And they can’t stay in business 
unless they can meet competition on 
an equal price basis. If chain and 
mail-order stores, which feature a great 
many foreign-made goods, are to be 
preferential accounts for American 
manufacturers, then these same manu- 
facturers will defeat their own ends in 
the long run. For they are aiding in 
no small measure the continued chain 
store traffic in foreign merchandise, and 

(Continued on page 45) 
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How A. J. Harwi’s Campaign of 





Direct Mail Advertising 





Benefited Retail Dealers 


‘ EORGE HARRISON PHELPS, 
in his book, “Tomorrow’s Ad- 
vertisers,” writes: 


“I leok to see many independent 
merchants find themselves as a re- 
sult of their resent battle for 
business. The ~~ er of their 
positions is oing to stimulate 
their imaginations. They are going 
to take their eyes off of the mer- 
chandise on their shelves and focus 
them on their neighbors and 
townsmen. 

“Then they are going to beg 
to wonder how they might ‘tale Om 
them in such a way as to lead 
them into their stores and up to 
their counters. They will then be 
real advertisers, instead of merely 
being merchants who are doing 
‘some advertising.’ Their advertis- 
ing will set a pace for their busi- 
ness, and keep them humping.” 


Direct mail advertising has long 
been considered an important phase 
of sales ammunition for the retail 
hardware dealer. Such advertising, if 
of good quality, is often expensive 
when prepared by the individual re- 
tailer, but the A. J. Harwi Hardware 
Company (wholesale), Wichita, 
Kansas, recently made available, for 
a group of its customers, a novel and 
resultful direct mail campaign. 

The campaign the Harwi Company 
made available to their dealers was 
unusual in that it advertised no spe- 
cial jobber merchandise, nor did it 
mention the name of a manufacturer 
or jobber in any capacity. It was 
simply a program that enabled the 
hardware retailer to “sell his entire 
store” to the key folks of his com- 
munity. 

The program was to build dealers’ 
stores solidly into the minds and 
hearts of the folks they wanted as cus- 
tomers; to establish preferences, and 
cause these people to consistently 
think of the advertiser’s store as their 
buying headquarters. 


Wins National Honors 
Each year the Direct Mail Adver- 


tising Association holds a national 
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competition in which leading direct 
mail campaigns are entered from all 
over the nation. Nationally promi- 
nent judges select the 50 outstanding 
campaigns of the year and designate 
them “The Direct Mail Leaders’ Ex- 
hibit of 1932.” 

This direct mail campaign, spon- 
sored by the A. J. Harwi Hardware 
Company, was chosen among this 
high fifty. It was planned and exe- 
cuted by the Mills-Wolf Corporation, 
an advertising agency, Tulsa, Okla. 

About 50 dealers in Kansas and 
Oklahoma used the campaign. The 
mailing lists selected varied from 100 
to 1200 names per dealer. The mail- 
ing pieces were completely prepared 
by the Mills-Wolf Corporation and 
shipped to the dealer all stamped and 
ready to be sent to the post office. In- 
cluding postage, and all preparation, 
the messages completely ready for the 
mails cost an average of 5c each. 


The Mailing Pieces 
Themselves 


A good part of the success of the 
campaign was due to the novel ap- 
pearance of the mailing pieces, com- 
manding immediate attention, be- 
cause of their unusual form. Their 
sincerity and “every-day logic” made 
readers conscious that “here was a 
hardware retailer genuinely inter- 
ested in them and a firm on which 
they could depend for getting full 
value for their money.” 

The first mailing piece of the cam- 
paign, for example, enclosed a 
printed facsimile of an old Russian 
ruble note, 444 x 6 inches in size. 
The copy of the personalized letter 
accompanying it was produced on a 
letterhead especially prepared for the 
retailer. It read as follows: 


HAYNES HARDWARE COMPANY 
618 Commercial Emporia, Kansas 
November 9, 1931, 
ae 
Emporia, Kansas. 

Enclosed is a Russian note for one 
thousand rubles. 

Before the war a thousand ruble note 
was worth $534.60. But that was before 
the war. Now it has no value. $534.60 
in U. S. money before the war, is NOW 
worth exactly that amount. 

Financial condition, management, re- 
sources, integrity, and energy carry the 
responsibility for money values. 

The same elements carry the responsi- 
bility for merchandise values. The Gov- 
ernment regulates money—the merchant 
the merchandise. 

Responsible Governments and _irre- 
sponsible Governments — responsible 
merchants and irresponsible merchants 
are permitted to make the same claims 
as to value. But Responsibility, built 
on Reputation, is your guide here for 
substantial values. 

We seriously guard our reputation. 
It’s what you think of us, our merchan- 
dise, our store, our service that keeps 
us ever striving to find better merchan- 
dise, to operate economically, to give 
you better values, is the ideal upon 
which we have built this business. 

We select our merchandise with a 
thought of tomorrow. Quality is our first 
consideration, fair prices are next. We 
like to have you come in often. We sin- 
cerely want you to depend on us for 
everything a modern hardware store 
should have. 

Cordially yours, 


Haynes Hardware Company 
W. E. Haynes. 





Reguetmetion < the Russian note 
for 1000 rubles 
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Another novel mailing piece was 
an unusual self-mailing folder, die- 
cut on the front so the prospect’s name 
showed through an uncovered win- 
dow and served both as an address 
and personalization of the letter. The 
copy urged buying needed things 
now, with interesting illustrations of 
the farmer, his horses and his oats. 
A little glassine bag of oats was at- 
tached to the letter which follows: 





Sincerely yours, 


MAMBO HARDWARE COMP AIT 
Lil. 4ag [ Yer pK 
| 
| 


U 


| aa 





To another letter was stapled a 
little glassine bag which contained 
a small red bean and a large white 
one. Again the retailer’s timely sales 
“story” was interestingly told in a 
novel manner: 


E. R. BOYTS HARDWARE CO. 
3209 State Avenue 
Kansas City, Kansas 
August, 1932. 
Mr. & Mrs. E. B. Bloom, 
Kansas City, Kansas. 


Dear Mr. & Mrs. Bloom: 


Will you try this little experiment? 

I am enclosing two beans—a big one 
and a little one. Will you fill a fruit jar 
with medium size beans, put the two I 
am sending you somewhere in the mid- 
dle of them, and then shake them up? 

I can tell you in advance what will 
happen. When you stop shaking, you 
will find that the little bean has drifted 
down to the bottom, while the big bean 
has found its way to the top! You can 
turn the jar over and shake it again, 
but every time the result will be the 
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same. No matter where you start them, 
no matter how hard you shake them, the 
big fellow will always reach the top, the 
little one drift down to the bottom of 
the heap. 

And that is the way it is with mer- 
chandise and stores. To those that have 
built their foundations on quality and 
fair dealing, a shake-up like the one 
now taking place in business means 
just that—a shake upward! More than 
ever before they build their dependable- 
ness solidly into the hearts and minds 
of their customers. To the others, it 
is a shake down from insecure posi- 
tions. 

When times are good and money 
plentiful, almost any business selling 
any kind of merchandise, seems to 
flourish. But in times like these it is 
quality, reasonable prices and complete 
satisfaction that is demanded. 

It is just such a store as that—one 
you can depend upon to the fullest ex- 
tent—that we have conscientiously tried 
to make ours. And as I know you 
mold your own personal policies along 
those same sound lines, I sincerely hope 
“we big beans” can always stick to- 
gether. Count on us for the fullest co- 
operation in every way possible. 

Cordially yours, 


E. R. Boyts Harpware Company, 
E. R. Boyrts. 


P. S. Seidlitz House Paints, $2.50 
per gallon. 


Another letter proved the bright 
side of present economic conditions 
by showing the silver lining in pres- 
ent low prices. The letter was re- 
produced on metallic coated paper 


that resembled silver: 


THE MONTE VISTA HDWE. CO. 
Monte Vista, Colorado 
May, 1932. 
Mr. & Mrs. R. L. Sitt, 
Monte Vesta, Colo. 
Dear Mr. & Mrs. Sitt: 


Our message to you this month is a 
short one. And like this letter, IT HAS 
A SILVER LINING. 

Like almost every one else, there are 
undoubtedly a number of things you 
have been putting off buying for some 
time. Just as we have, you’ve been 
watching the “business signs.” 

According to all indications, the bot- 
tom has been reached. Prices on the 
things you want and need probably will 
never be lower than they are today. 
From some of our sources of supply 
we already see probabilities of price 
raises. 

In the spirit of genuine service to 
you, we sincerely advise buying all the 
things you need, while today’s price 
levels afford you more value per dollar 
than almost any time in history. 

We shall consider it a real privilege 
to talk over your requirements with you 
just any day that you care to stop in at 
the store. By watching the markets 
closely, we are able to offer you this 
spring, a “Silver Lining”—the very most 
for your money in practically every line 


we carry. Give us the opportunity to 
show you the PROOF! 
Cordially yours, 
The Monte Vista Hardware Co. 
F. A. Havener. 
P. S. We would like to call your at- 
tention especially this month to our 
famous Avery Jack Rabbit potato culti- 
vator. 


Another mailing commanded at- 


tention and guaranteed a reading by 
using a very logical tie-up to the old 
“burned letter idea” first used years 
ago by insurance salesmen: 
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GRAFF HARDWARE COMPANY 
Crescent, Oklahoma 
July, 1932. 
Mr. R. W. Chastain, 
Crescent, Oklahoma. 


Dear Mr. Chastain: 


Here’s a red-hot tip! 

In fact it’s so hot the edges of the 
paper have started to burn as I write. 
I am having difficulty in keeping the 
entire message from burning up! 

If, by any chance this letter reaches 
you in its special asbestos-lined enve- 
ope, please read rapidly. If you are 
too late—the valuable information the 
letter contains will be lost. 

Here’s the dope— 

Business, we have been told, is de- 
pressed—very depressed they say. Well, 
business has never been so bad here but 
what we still open the store very day; 
we still have our merchandise and the 
good service that goes with it. And, 
fortunately, the good people of the com- 
munity still come in and do business 
with us—for which’we are thankful. 

These customers have expressed their 
surprise to find how much merchandise 
and service their dollar buys now-a- 
days! 

There is no question about it—right 
now, when things are at the lowest, be- 
fore the silver lining begins to show, is 
the time to buy the things you need. 

Make a list now, of the several things 
that you have put off buying. The money 
you invest for needed things now, at 
present prices, will pay big dividends! 

(Continued on page 44) 
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Ys N ICHOLSON File Advertising is keeping thousands 


of file users in this country everlastingly sold on the 
idea that Nicholson Files give them the most file value 


for their money. 


It is doing this in 1933 by building an entire national 
advertising campaign around one central theme; the 
important and undeniable fact that Nicholson Files, be- 
cause of their quality, are able successfully to meet the 
exacting demands which industry imposes upon them. 


These advertisements are appearing in a list of publi- 
cations which covers every possible buyer of files. 
Executives read about Nicholson Files in Collier’s and 
Time. The almost unlimited farm market is covered 
by carefully selected farm papers. Popular Science 
takes care of those who have an interest in tools both for 
the home workshop and industrial use. A list of lum- 


ber papers reaches the sawfilers in all sections of the 
country. The vocational teachers, who influence the 
present and future purchases of hundreds of dozens 
of files, are covered by advertising in Industrial Arts 
and Vocational Education, a magazine devoted to their 


special interests. 


Add to this list magazines which cover the industrial 
market and a list of newspapers in important metro- 
politan centers. The sum total gives the answer 
why profitable sales are a certainty to dealers who - 
earry Nicholson Files. At your jobber’s. Nicholson 
File Company, Providence, Rhode Island, U. S. A. 


Gone 
NICHOLSON FILES 


A FILE FOR EVERY PURPOSE 
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Pacific Northwest Dealers Held Constructive 


Meeting at Spokane 








E. E. LUCAS 
Retiring Secretary- 


Treas. 


RAY CAVANAUGH 
President 


HE Pacific Northwest Hardware 
& Implement Association at its 


28th annual convention in Spo- 
kane, Wash., February 2 and 3, was of 
the opinion that price changes are com- 
ing so thick and fast in the hardware 
business that some system must be 
worked out to keep dealers informed. 
“We must plan business for the year. 
We must cut down stocks to items we 
can sell,” said Irwin E. Douglas, N.R. 
H.A., Indianapolis, Ind. He further 
said, “We must adjust expenses to meet 
income, and above all keep a clean and 
neat appearance in the store.” He spoke 
of the temporary nature of depressions 
and held that, “People are never con- 


JOHN N. OTT 
Retiring President 


tent to profit by the experiences of their 
predecessors, they must go through 
everything themselves.” He urged deal- 
ers to use the services of the associa- 
tions, and advocated selling at prices 
at which people are willing to buy. 

John C. Lampert, Yakima, Wash., led 
a discussion on how implement dealers 
are facing present conditions and are 
learning how to collect debts owed to 
them by farmers by watching opera- 
tions of the Federal Regional Agricul- 
tural Credit Corp. He urged dealers in 
the State of Washington to fight the 6 
per cent interest limit bill now pending 
before the state legislature. 

Credit and collections were dealt with 








by E. K. Barnes, Spokane, Wash., 
banker and member of the National 
Retail Credit Association, who urged 
dealers to help form county credit 
unions which would keep accurate rec- 
ords of the credit standing of all resi- 
dents of such areas. At the final 
session Mr. Douglas discussed price 
competition and held that the salvation 
of hardware dealers lies in obtaining 
the best of merchandise for prices as 
low as are being offered anywhere. He 
said that “discrimination among manu- 
facturers who sell to big buyers more 
cheaply than to others is objectiona- 
ble.” Mr. Douglas declared that “deal- 
ers must buy intelligently and must 
know the prices at which they must 
sell to meet competition.” 

Ray Cavanaugh, Auburn, Wash., suc, 
ceeded J. N. Ott, Ritzville, Wash., as 
president of the association. Secretary- 
treasurer, E. E. Lucas, Spokane, Wash.. 
was succeeded in that office by Mr. Ott. 
John Oud, Orofino, Idaho, and J. M. 
Hansberry, Seattle, Wash., were elected 
as vice-presidents. 

New trustees are: L. M. Collins, Fair- 
field, Wash.; E. H. Kidder, St. Maries, 
Idaho; T. A. Batcock, Endicott, Wash. 

A. L. Barnes of Lewiston, Idaho; L. 
M.-Collins, Fairfield, Wash., and R. S. 
Martin of Pullman, Wash., were ap- 
pointed as a committee to confer with 
the agricultural engineering depart- 
ment at Washington State College and 
at the University of Idaho on develop- 
ments to be made in farm, plumbing, 
and household appliances and equip- 
ment. 


South Dakota Dealers Sound Call for Aggressive Methods 


ISPLAYING a determination to 
D use aggressive methods in over- 

coming business obstacles, the 
South Dakota Hardware Association 
held its annual convention Jan. 31 to 
Feb. 2 at the Coliseum in Sioux Falls, 
S. D. The organization fell into line 
for a march on unfair competition, 
excessive governmental costs and pres- 
ent adverse economic conditions. 

The association went on record as 
supporting any movement made by the 
N.R.H.A. for the betterment of condi- 
tions, and as favoring the “Buy Amer- 
ican” idea. 

As one of the principal speakers, 
Jack Nourse, president, Nourse Oil Co., 
Kansas City, Mo., declared that “elbow 
grease is the only way out of our 
economic status.” In concluding he 
outlined various merchandising meth- 
ods which, he said, required the appli- 
cation of his suggested remedy. 

J. E. Russell, general manager, 
Browning Arms Co., St. Louis, Mo., ad- 
dressed the convention on the topic 
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HARRY JOHNSON 
Retiring President 


“Shell Holes and Snipers,” during 
which he characterized price-cutters as 
snipers, and selfish insincerity and in. 
ertia as shell holes. 

Hobart Thomas, Creston, Iowa, pres- 


ident, Iowa Hardware Dalers’ Assn., 
and national board member, in speak- 


p? 





M. E. W. CHRISTIANSEN 
President 


ing on the topic “Red Cross or Double 
Cross,” declared that competition can- 
not be met without the right goods at 
the right prices. “It is quite evident,” 
Mr. Thomas said, “that more attention 
should be given to the prices at which 
people are willing to buy.” 
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G. W. Sulley, National Cash Regis- 


ter Co., Dayton, Ohio, with “The Zero 


Hour” as his subject, discussed busi- 
ness methods as related to the hard- 
ware trade. Rivers Peterson, editor, 
Hardware Retailer, Indianapolis, Ind., 
called upon members to enter the fight 
for business wholeheartedly with the 
object of bringing about normal condi- 
tions. A. F. Larson, Larson Hardware 
Co., Sioux Falls, S. D., discussed the 
proposed South Dakota sales tax 
measure and president at the discus- 
sion which followed. 

An interesting address based on ac- 
tual exprience was made by A. W. 


Oregon Assn. Hopes to 





E, E. LUCAS 
Secretary 


HE 27th annual convention of the 

Oregon Retail Hardware and Im- 

plement Dealers Assn. convened 
at the Multnomah Hotel, Portland, Ore., 
on Feb. 7 for a two-day session, during 
which many important trade topics were 
discussed. Abe G. Gilbert, president, 
Portland Hardware & Electric Co., Port- 
land, Ore., submitted a resolution advo- 
cating passage by the Legislature of the 
proposed bill prohibiting public utilities 
from engaging in the merchandising 
field. This resolution was enthusiasti- 
cally adopted, while another favoring a 
two-year moratorium on real estate debts 
was also approved. 

C. G. Jennings, president, Jennings 
Hardware Co., Tacoma, Wash., in an 
address on “Sales Promotion” said that 
the experience of his firm had proven 
that the newspaper is the best advertis- 
ing medium. In citing his firm’s success 
with the use of advertising space in the 
daily newspapers of his city over a ten- 
year period, he declared that this me- 
dium was found to have a wider appeal, 
to reach more prospective customers, 
and to bring more results per dollar in- 
vested, than any of the several other 
mediums tested. 
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G. R. MeNAIR 
President 


Cullen, editor, Northwest Hardware 
Trade, Minneapolis, Minn. Mr. Cullen 
made an attempt to spend $25 of the 
association’s money to ascertain the 
kind of salesmanship used by hard- 
ware merchants throughout the State. 
His plan was to purchase everything 
that was actually sold to him, but he 
found that he was unable to spend 
the money on that basis. 


Election of Officers 


At the closing session the following 
officers were elected: President, M. F. 
W. Christiansen, Irene, S. D.; vice-pres- 


ident, W. E. Kuhn, Belvidere, S. D. 








G. E. ALLEN 
Retiring President 


Victor P. Moore, School of Commerce, 
University of Oregon, made an impor- 
tant address on taxes. Mr. Moore said 
that the two serious problems confront- 
ing the country were debts and deficits. 
He urged the cancellation of war debts, 
and in commenting on the proposed 
sales tax said that while it would be 
difficult to adjust properly it would be 
an effective means for raising needed 
revenue. 

George H. Young, manager, Mar- 
shall-Wells Co., Portland, Ore., deliv- 
ered an address on “A Merchandise 


Story.” Irwin E. Douglas, N.R.H.A., 





Executive Board Members, J. C. Mul- 
vaney, Hitchcock, S. D.; F. A. Tessin, 
Milbank, S. D.; G. R. Siddons, Platte, 
S. D., and Harry DeKraay, Rapid City, 
S. D. The advisory board is composed 
of P. A. Young, Wessington, S. D.; 
R. Gaeckle, Madison, S. D., and Harry 
Johnson, retiring president, Rapid City, 
Ss. Di 

The offices of secretary-treasurer and 
association field man will be filled by 
the executive board. C. J. Christopher, 
Minneapolis, Minn., served as secre- 
tary-treasurer during the past year, 
while Earl Erlandson, Mitchell, S. D.. 
served as field man. 


Curb Utility Merchandising 


Indianapolis, Ind., spoke on “Price Com- 
petition and. the Work of the National 
Price Committee.” This was followed 
by a general discussion on “Displacing 
the Slump,” led by E. A. Franz, presi- 
dent, E. A. Franz Co., Hood River, Ore. 

The proposed sales tax came in for a 
lot of informal discussion among mem- 
bers, and the majority took the view that 
such a tax would be detrimental to the 
interests of the hardware dealer. 

Other prominent speakers were: H. 
L. Staver, Pohle-Staver Co., Salem, Ore., 
and A. C. McMicken, general sales man- 
ager, Portland General Electric Co., 
Portland, Ore. Mr. McMicken defended 
the utility’s right to merchandise appli- 
ances. 

G. R. MeNair, president, McNair 
Hardware Co., Brandon, Ore., was 
elected president of the association, suc- 
ceeding G. E. Allen, Salem, Ore. G. R. 
Riddle, Grants Pass, Ore., was elected 
vice-president, and E. E. Lucas, Spo- 
kane, Wash., was reelected secretary. 
Edward Simon, Salem, Ore.; A. R. 
Qutakenbush; Eugene W. McKenzie, 
Goldendale, Wash., and Edward Lewis, 
Marshfield, Ore., were elected to the 
board of directors. 

Delegates were entertained at a noon 
luncheon given by Portland manufac- 
turers and wholesalers. C. C. Colt, prom- 
inent banker, spoke on “Lessons Learned 
from the Depression.” 








Beware of Bogus Subscription Salesmen! 

Martin A. Schuette, Amboy, Ill., and R. Siegel, 617 N, Cicero Ave., Chi- 
cago, Ill., both hardware merchants, were victimized by a man who falsely 
represented himself as a subscription agent for HARDWARE AGE. This 
man is reported as a fast talker, and promises all kinds of extras in connec- 
tion with a year’s subscription to this publication. 

All hardware men are here warned not to give cash to anyone for subscrip- 
tions to HARDWARE AGE unless convincing credentials are presented. All 
representatives of this publication have ample evidence of their affiliation 
and will be able to establish their identities to your satisfaction. 


—The Publishers. 
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Providence, R.1., hardware store holds col- 


lection costs down to minimum while using 


charge accounts to increase sales volume 


by J. E. BULLARD 


[0 
VERY investigation ever made 
into the causes for success and 
failure among retail stores 
has shown that the accounting 
methods have much to do with the 
growth and prosperity of any 
business. Therefore, when a 
a. 
See . P 
—— Sales slip, ledger card 
ft an | and statement used by 
‘bled {Ted rit the Liberty Hardware 
Tt TTT | Co., Providence, R. I. 
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Below: Using the state- 
ment machine 





store grows and prospers to the de- 
gree that the Liberty Hardware Co. 
has there must, of necessity, be some- 
thing of interest in its accounting 
methods. 

This company operated by Vincent 
Ferraioli & Son started in business 
at 234 Atwells Ave., Providence, 
R. I., in 1922, occupying only 18 by 
24 feet of floor space and having a 
stock of but $2900 value. In 
years it moved across the street to a 
store at number 201 that was 22 by 
8 feet in size. In another four years 
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more space was required and in 1928 


- it moved to its present store, 25 feet 


wide and 100 feet deep, at number 
215 and carries a stock that inven- 
lories at $12,000. 

The method it has used in keeping 
track of charge accounts has enabled 
the company to hold collection losses 
down to the minimum while at the 
same time using charge accounts for 
the purpose of increasing the sales 
volume. Collections, however, have 
had to be followed up more closely 
during recent years, especially since 
1930, and considerably more care 
exercised in opening accounts. 

The method used in keeping track 
of charge extremely 
simple. When a charge customer 
makes a purchase a charge slip three 
and a half by seven inches in size 
is made out in duplicate. The origi- 
nal is given to the customer and the 
duplicate kept by the store. This 
slip shows the date, the name of the 
customer, the address and an itemized 
record of the purchases, together 
with the prices. 

The charges on these slips are 
posted on ledger cards five by eight 
inches in size. The horizontal lines 
on these cards are ruled across the 
five inches dimension of the card so 
that the vertical columns are seven 
inches deep after leaving space for 
the name, rating, address and limit 
of credit at the top of the card. The 
ledger card has a date column, item 
column, debit column and _ balance 
column. The debits are totaled each 
month and when a payment is made 
on account, which leaves a balance. 
the credit is entered in the credit 
column and the balance shown in the 
balance column. There are some 
special accounts where the sales slip 
is not used but the charges entered 
directly on the ledger card. 

These ledger cards are kept during 
the day in a file on the manager’s 
desk, which is located near the cash 
register. Therefore, it can be referred 
to instantly. The charge sales slips 
are clipped together at the end of 
each day and kept together till the 
end of the month, when the book- 
keeper who is engaged on a part time 
hasis posts them on the ledger cards 
and makes out the statements. This 
labor of posting and making out the 
statements formerly required from 
two to three days of work. It was 
necessary, first of all, to do the post- 
ing and then to type the statements 
from the ledger cards. This was 


accounts is 
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slow work and some mistakes could 
not be avoided. 


The account terms run to 30 days, 
60 days and 90 days. In the case of 
the family or individual consumer 
the credit extended is for 30 days. 
In the case of building contractors it 
has been found necessary in many 
cases, at least, to grant 90 days of 
credit because the contractor cannot 
get his money sooner than_ that. 
There are other business concerns 
who find the 60 day credit satisfac- 
tory. The type of business the custo- 
mer is in, therefore, shows the credit 
extension given him. 

The rating and credit limit shown 
on the card are also important in- 
formation in relation to keeping up 
collections. These are especially 
important in case the account is get- 
ting behind and it is necessary to add 
some message to the statement in the 
effort to secure immediate payment. 

During the past couple of years 
it has been necessary, not only to 
exercise greater caution in grant- 
ing credit and to readjust the credit 
ratings and limits of credit of some 
of the old customers, but it has also 
heen important that the statements go 
out promptly and that they be abso- 
lutely free from errors. To-day, it 
seems as though every person owing 
a bill is looking for excuses for not 
paying it. A few years ago a small 
error might not delay payment at 
all. The customer would bring in 
the statement, point out the error and 
pay the correct amount. Now he is 
just as likely to send the statement 
back for correction and wait till after 
it is corrected before making any 
payment on it. 


The Statement Machine 


Therefore, in order both to speed 
up the making out of the statements 
and to eliminate every error pos- 
sible, a statement machine is used. 
Some of the statements are itemized 
and others merely carry the amount 
due. The machine does the adding 
and thus eliminates the errors that 
formerly were bound to be made 
when the bills were typed and added 
as they were made out. It has been 
found that practically no errors have 
been made since the statement ma- 
chine has been used. 

It has also been found that it 
speeds up the making out of the 
statements. Instead of the girl who 


does this work spending two or three 
full days at it, she is usually able, 
now, to do all the posting and make 
out the statements in a day. This 
naturally means greater promptness 
in getting the statements into the mail, 
which in turn means prompter col- 
lections, something to be very much 
desired, in these days of business de- 
pression and a tendency on the part 
of all debtors to be slower than usual 
in paying their bills. 

In all cases where the account is 
overdue, a notice is typed or stamped 
on the statement calling the attention 
of the customer to the fact and urg- 
ing prompt payment. To facilitate 
this work three different rubber 
stamps are used in addition to any 
typing that may have to be done on 
some of the statements which call for 
a more personal appeal than is used 
on other statements. 

One of these rubber stamps has 
Past Due in large letters. It further 
reads, “We assume that this is only 
an oversight on your part, but as 
small margins demand prompt col- 
lections, we would thank you for im- 
mediate settlement.” 

Where it seems necessary in the 
case of small accounts, the following 
stamp is used: “Final Notice. If this 
account is not paid on or before 

(The date is filled in) we 
will proceed in the District Court to 
collect same under the new Rhode 
Island Law for the speedy adjudica- 
tion of small claims whereby ac- 
counts up to $50 may be collected 
without Attorney representation.” 

For larger amounts the final notice 
reads: “Final Notice. Several ap- 
plications have been made for this 
Account and unless it is paid before 

it will be placed in the 
hands of an Attorney to he dealt 
with.” , 

Each ledger card is used until it 
is filled on each side and then a new 
card takes its place and the old one 
is filed away for future reference. 
Only the active cards are kept in the 
active file. Cards that require special 
action in the effort to make collec- 
tions are grouped together, but the 
regular accounts are filed in alpha- 
betical order. It has been found 
that this type of card ledger system 
saves a considerable amount of time 
in keeping track of the accounts and 
lends itself readily to special group- 
ing for the purpose of more effec- 
tively following up certain accounts 
and collecting the money, if possible. 
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ALBERT SCHLATTER 
New President 


HE annual convention of the Wis- 
consin Retail Hardware Assn. was 
held at the Milwaukee Audi- 
torium, Feb. 7-10, Milwaukee, Wis. The 
most important action of the convention 
was reflected in the resolution unani- 
mously adopted at the close of the three- 
day session. This voiced the intention 
of the association to make every effort 
to obtain legislation to halt the retailing 
of merchandise by public utilities. 
Edward C. Hunter, Rockford, IIL, 
former managing director, Illinois Fair 
Trade Commission, and former editor, 
Illinois Fair Trade News, in speaking 
on the utility merchandising subject, de- 
clared that “Utilities must cease to be 
dictators and must become servants of 
the people.” “Public utilities,” he fur- 





E. R,. BUTTER 
Retiring President 


Wisconsin Assn. to Support Law Prohibiting 
Utility Merchandising 





J. E. GARAGHAN 
Secretary-Treasurer 


ther said, “with their special privilege 
business, should be willing to get out of 
the merchandising picture entirely.” 
Mr. Hunter’s address was one factor 
that encouraged the association to seek 
legislation to curb utilities in their mer- 
chandising activities. The organization 
feels that it can exert sufficient power to 
assure passage of the legislation it in- 
tends to seek. 

Chance for a quick upturn in business 
and industry are “handicapped by a 
half-witted Congress,” E. B. Gallaher, 
Norwalk, Conn., editor Clover Business 
Service, and treasurer, Clover Mfg. Co., 
informed the 600 members in attendance 
at the opening session. He sounded an 
optimistic note in his talk, saying, 
“There is no need for any live merchant 





A Direct Mail Advertising 


Take advantage of these circumstances. 
Although you and I cannot control 
prices, we can at least profit from pres- 
ent conditions. 
rll be expecting you! 
Graff Hardware Company. 
Chas. Graff. 
P. S. If this letter becomes a heap 
of ashes in your hands before you have 
read it, phone the store. Also ask 
about.... 


What Were the Results? 


It is, of course, impossible to give 
a total summary of actual results, be- 
cause the campaign is still in prog- 
ress, and it varies for different retail- 
ers. A clear indication of what the 
retailers think of it, however, is evi- 
denced by the following excerpts 


Ad 


(Continued from page 37) 


from dealers who have used the cam- 
paign: 

“We have been studying this campaign 
as it has progressed and feel that it is 
one of the best thoughts of the day and 
age, when mail order houses are swamp- 
ing the mails with their daily bargains.” 

-Chas. C. Williams Co., Rolla, Kans. 
* * * 

“I am sure this campaign is one of 
the finest and best constructed I have 
ever seen.” 

Bert Gay Hardware, Oskaloosa, Kans. 

* * + 


“This campaign was very well 
planned and has been along lines we 
have tried to build toward for years.” 

J. F. McGregor, Winfield. Kans. 
* *¢ & 

“IT am very confident this advertising 

campaign has paid good dividends. It 









becoming concerned about the future. 
He will not get by alone, but through 
an organization functioning on a sound 
basis for business recovery, it is likely 
that in the near future he will find him- 
self making more money than he did 
in the boom years of 1928-1929. Con- 
demning both the public and the gov- 
ernment for the “gay joy-ride of debt,” 
prior to the stock market crash of 1929, 
Mr. Gallaher said that the present pe- 
riod of liquidation demands “a quick 
and sizable” reduction of interest charges 
if many people are:to be saved from de- 
faulting. “Interest rates, in view of the 
increased value of the dollar, have actu- 
ally risen 331/3 per cent in terms of 
commodity prices,” he asserted. 

Albert Schlatter, New Glarus, Wis., 
was elected president to succeed E. R. 
Butter, Milwaukee, Wis. The new vice- 
president is G. G. Jones, Racine, Wis., 
while J. E. Garaghan, Stevens Point, 
Wis., was reelected secretary-treasurer. 
These three officers will serve on the 
board of directors, to which the follow- 
img were also named: H. A. Fuge, West 
Bend, Wis.; Hugo Trilling, Sheboygan, 
Wis.; Theodore Suennen, Hudson, Wis., 
and R. I. Baumann, Phillips, Wis. 

The association’s advisory board for 
the coming year, composed of the three 
most recent past presidents, consists of 
H. H. Mayer, Shawano, Wis.; W. C. 
Huchthausen, Manitowoc, Wis., and Mr. 
Butter. 

The annual banquet and ball of the 
association, held Thursday night, was 
attended by more than 800. 


Campaign 


is attractive, striking and original. The 
best results I have ever obtained came 
from these direct mailings.” 

John E. Robert, Maple Hill, Kans. 


* * * 


“We think this advertising program 
an idea better than we have heard of 
before” 


~J. D. Howard, Bryan, Okla. 


* * * 


“This plan of Direct Mail Advertis- 
ing is certainly a worthy contribution 
to the hardware industry. I want to 
thank you for having selected our store 
to be the one to have the privilege of 
using it in Emporia. We have found 
it safe, sound and economical, and 
know it is going a long way in help- 
ing win the confidence of more people 
during present conditions.” 

—Haynes Hardware Co., 
Emporia, Kans. 
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Sales Tax and High Taxes Opposed by California Assn. 


HREE hundred and fifty hard- 

ware men of central and northern 

California, including more than 
200 members of the California Retail 
Hardware and Implement Assn., gath- 
ered at the Whitcomb Hotel, San Fran- 
cisco, Cal., Feb. 14, 15 and 16 for the 
32nd annual convention of the organiza- 
tion. The meeting was well up to the 
standard of previous years in every 
respect. Business sessions were held 
mornings and afternoons, with one prin- 
cipal speaker and discussions at each 
session. 

Following a call to order by Presi- 
dent J. A. Curnow, Grass Valley, Cal., 
the president and Secretary LeRoy 
Smith submitted their annual reports 
and outlined the main events in the 
association’s work during the past year. 

Members adjourned for luncheon 
with the Pot and Kettle Club and the 
afternoon session was devoted to a dis- 
cussion of retail prices and price com- 
petition. Speakers were Irwin Douglas, 
N.R.H.A., Indianapolis, Ind.; Frank 
Rittigstein, of the association’s staff, 
and Miss Helen Cameron, the assistant 
secretary, who ably reported a shop- 
ping tour of hardware stores. 

The second day’s session was ad- 
dressed by F. D. Bryant, president, 
Purchasing Agents Assn. of northern 
California, who spoke on “Purchasing 
and Merchandising.” Another speaker 


at the morning session was Miss Ruth 
A. Quinn, vice-president and general 
manager of The Blindcraft, who sell 
their brooms and other products 
through established trade channels. 
The afternoon session was reserved for 
the annual feature address of George 
H. Eberhard, who had “Problems of 
1933” as his subject. For a number of 
years Mr. Eberhard has discussed the 
business and economic situation at the 
convention, and this year, his plea was 
to forget the past, gage operations on 
present volume, rebuild to the new 
standard and _ conditions, and_ to 
thoughtfully conduct each store to fit 
its own particular community and local 
conditions. Moving pictures were shown 
by the American Wire Fabrics Co. and 
the Dartnell Corp. 

On Friday morning R. E. Fisher, 
sales manager, Pacific Gas & Electric 
Co., explained the sales policy of Cali- 
fornia’s principal public utility cor- 
poration, and following his address, 
Vice-President Harry Crowe voiced his 
protests and opposition to merchandis- 
ing by public utility companies. 

At the final session Irwin Douglas 
again addressed the convention on the 
topic of “Hardware Retailing in 1933.” 
In this address he traced the history of 
business cycles, mentioning the 20 de- 
pressions in the past 75 years and 
pointed out that each cycle, whether 


major or minor, passed through the 
same stages. 

At the closing session resolutions 
were adopted in protest against the 
mounting federal government cost, op- 
posing the proposed State sales tax, and 
asking the cooperation of the Purchas- 
ing Agents Assn. in eliminating the 
practice of issuing requisitions to em- 
ployees of industrial organizations. 

Next year’s convention will be held 
in San Francisco and J. A. Curnow will 
represent the association at the National 
Congress in June. 

Executive officers were reelected and 
directors elected were: president, J. A. 
Curnow, Grass Valley, Cal.; first vice- 
president, Harry Crowe, Tulare, Cal.; 
second vice-president, Angus W. Mac- 
Killop, San Francisco, Cal., and man- 
ager-treasurer, LeRoy Smith, San Fran- 
cisco, Cal. 

New directors are: R. F. Liston, Mor- 
gan Hill, Cal., and Bert Tuley, Oakland, 
Cal. Hold-over directors are: R. P. 
Shorrock, Sacramento, Cal.; C. Grover 
Swanson, Eureka, Cal.; W. B. Allen, 
Palo Alto, Cal., and E. R. Gifford, Taft, 
Cal. 

The advisory committee of immediate 
past-presidents continues to consist of 
Wilbur W. Green, Watsonville, Cal.; 
Frang G. Bremer, Yuba City, Cal., and 
Frank R. Bracroft, Merced, Cal. 





Group photo taken at the California Association Convention at San Francisco 











squeezing out of the picture the very 
group of merchants who would ‘Buy 
American.’ ” 

N.R.H.A. President Hugh F. Mc- 
Knight, Pittsburgh, Pa., brought the 
session to a close with a review of the 
National organization’s activities and its 
various operating departments. He also 
offered suggestions on “Mobilizing for 
Better Business,” stressing the need of 
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(Continued from page 35) 


careful budgeting and the unfortunate 
need of reducing employee salaries as 
well as the income of owners which he 
said had long ago been reduced 
materially. Rent reductions, stock con- 
trol, knowledge of merchandise, lower 
taxes and aggressive selling effort were 
other points urged in Mr. Knight's talk. 

Fieldman Geo. Hoy opened the final 
session Friday with a study of weak 


New York Convention Report 


spots in the New York State hardware 
picture. This talk was based on his 
experiences during the previous 12 
months while doing field work. 

The closing feature was the summing 
up of the week’s work by past N.R.H.A. 
president R. J. Atkinson, Brooklyn who 
for good measure offered a little en- 
couragement for gradual improvement 
based on extra efforts and planning. 
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NORTH JERSEY ASSN. 
HOLDS MEETING 


Demarest Romaine, president, 
North Jersey Hardware & Sup- 
ply Association, conducted the 
Feb. 14 meeting of the associ- 
ation held at the Elk’s Club, 
Passaic, N. J. Representatives 
of the Wickwire Spencer Steel 
Co. showed a talking picture de- 
scribing the sales of Gold Strand 
screen cloth. Proper display and 
the keeping of sufficient stock for 
customers’ needs, as well as a 
proposed New Jersey State retail 
tax were informally discussed at 
the meeting. 


MOVE BUSINESS 


The McNeel Hardware store, 
N. Platte, Neb., has leased the 
store room in the Zentas Bldg., 
in that town, which it will oc- 
cupy, after vacating the Mc- 
Donald Bldg. in N. Platte. 


DAMAGED BY FIRE 


The Goodhue Hardware store. 
Goodhue, Minn., was recently 
badly damaged by fire. 


BUYS HARDWARE DEPT. 


Frank Palmer, former man- 
ager of the hardware department 
of the former firm of T. C. 
Power & Bro. store in Fort Ben- 
ton, Mont., has purchased that 
department. He will operate the 
business as Palmer Hardware Co. 


ACQUIRE BUSINESS 


J. B. and S. E. Ely, Naponee, 
Minn., recently purchased the 
hardware store of Raymond E. 
Koontz, Invale, Minn. J. B. Ely 
also operates lumber yards at 
Guide Rock and Bloomington, 
Minn., the latter business in- 
cluding hardware lines. S. E. 
Ely owns a hardware, lumber, 
coal and furniture business at 
Naponee. 


SCHOELLKOPH CO. AGENT 
FOR PETERS CARTRIDGE 

The Peters Cartridge Co., 
Kings Mills, Ohio, has announced 
appointment of the Schoellkoph 
Co., Dallas, Tex., as its repre- 
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JOHN C. MYERS, whose elec- 
tion as president of the F. E. 
Myers & Bro. Co, Ashland, Ohio, 
manufacturers of pumps and 
water systems, was announced in 
the Feb 2 issue of HarpwareE 
Acre. The photo used in that 
issue was of another man of the 
same name. 











sentative in that territory. The 
Schoellkoph organization will 
cover north and west Texas, 


southern Oklahoma and southern 
Arkansas. 


H. W. STRONG IS PRES., 
STRONG, CARLISLE 


H. W. Strong has been elected 
president of the Strong, Carlisle 
& Hammond Co., Cleveland, 
Ohio, machinery dealer, succeed- 
ing L. J. Hammond, who retains 
his position on the board of di- 





rectors. Mr. Strong has been 
vice-president and general man- 
ager and continues in the latter 
capacity. 

ANNOUNCE SOUTHERN 
CALIFORNIA CONVENTION 


J. V. Guilfoyle, secretary-treas- 
urer, Southern California Retail 
Hardware Association, has an- 
nounced that the annual conven- 
tion and exhibition will be held 
March 15 and 16 at the Hotel 
Alexandria, Fifth and Spring 
Streets, Los Angeles, Cal. Mr. 
Guilfoyle, who has his offices at 
230 Chamber of Commerce Build- 
ing, Twelfth Street and Broad- 
way, Los Angeles, announces that 
special hotel rates are offered. 


H. S. EARLE OBSERVES 
HIS 78TH BIRTHDAY 





H. 8. EARLE 


Horatio S. Earle, president, 
North Wayne Tool Co., Detroit, 
Mich., celebrated his seventy- 
eighth birthday on Feb. 14. 


STORE CHANGES HANDS- 


J. S. Hatcher, Holdrege, Neb., 
hardware dealer, has purchased 
Loomis Hardware, Loomis, Neb. 





SIMMONS HARDWARE CO. 60 YEARS IN BUSINESS 


L. E. Crandall, president, Sim- 
mons Hardware Co., St. Louis, 
Mo., wholesale distributors, re- 
cently announced that the com- 
pany has completed its sixtieth 
year in business. The company, 
which was incorporated in 1873, 
is believed to have been the first 
mercantile company to incorpo- 
rate in this country. In 1859 E. 
C. Simmons, founder of the Sim- 
mons company, was employed by 
Wilson, Levering & Waters. At 
the end of four years he became 
a partner in the firm of Levering, 
Waters & Co. Upon the death of 
Mr. Levering the business was 
reorganized as Waters, Simmons 


& Co. In 1871 Mr. Simmons 





bought Mr. Waters’ share of the 
business and established the firm 
of E. C. Simmons & Co. 

Mr. Simmons took Isaac W. 
Morton into partnership with 
him and the partnership con- 
tinued until 1873, when it was 
dissolved. The Simmons Hard- 
ware Co. was then incorporated. 
Mr. Simmons’ purpose in incor- 
porating was to share his pros- 
perity with several of his trusted 
employees whose services he 
wished to retain and to whom 
he sold stock. These employees 
were permitted to buy their stock 
on a long-time basis and to pay 
for it out of the profits on the 
business. 


‘ 





J. H. HOLCOMBE 


HOLCOMBE MANAGES 
SOUTHERN SALES 


J. H. Holcombe, for many years 
representative for Kirk - Latty 
Mfg. Co. and later for Lamson 
& Sessions Co., Cleveland, Ohio, 
in the Southern territory, is now 
Southern sales manager for Rus- 
sell, Burdsall & Ward Bolt & 
Nut Co., Port Chester, N. Y. 
Mr. Holcombe will continue to 
make his headquarters in At- 
lanta, Ga. 


SELLS BUSINESS 


John W. Heid, Jefferson, Wis., 
hardware and implement dealer, 
has sold his hardware store to 
O. E. Wurtz, Madison, Wis. Mr. 
Heid will continue in the farm 
implement business. 


MOVES BUSINESS 


The Henry Conway hardware 
store in Beckley, W. Va., is now 
located in the Farris Building. 


REENTERS BUSINESS 

V. O. Titrud has purchased the 
interest of Ernest G. Munson in 
the Cokato Hardware & Imple- 
ment Co., Cokato, Minn. Mr. 
Titrud was a member of the firm 
of Titrud Bros. who three years 
ago sold the store to Mr. Munson, 
C. P. Ogaard and E. R Juntilla. 


HAS NEW WAREHOUSE 

John Losee, manager, Buchan- 
an Hardware Co., Richfield 
Springs, N. Y., has purchased 
the former D. L. & W. station 
in Lake Street, for use as a ware- 
house. 
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Group photo of the members of the Northern Hardware Co. at their ninth annual meeting in 


Portland, Ore. 





GALLAGHER IS PRESIDENT 
OF PAXTON & GALLAGHER 
Paul Gallagher was recently 
elected president and treasurer 
of Paxton & Gallagher Co., 
Omaha, Neb., wholesale hard- 
ware distributors, succeeding the 
late Frank S. Keogh. F. E. 
Pearce was elected first vice-pres- 
ident while R. K. Gallagher was 
named second vice-president. T. 
J. Jenkings is secretary and as- 
sistant treasurer. All directors 
were reelected. 
KING HARDWARE CO. 
PROMOTES BRASWELL 
Dean S. Paden, vice-president 
and general manager, King Hard- 
ware Co., Atlanta, Ga., has an- 
nounced that vice-president John 
T. Braswell is now vice-president 
and general sales manager of the 
company. In addition to having 
charge of the company’s whole. 
sale hardware and automotive 
accessory salesmen, Mr. Braswell 
will also superintend sales in the 
main retail store and the twelve 
branches in Atlanta. J. R. Mc- 
Koy, formerly assistant manager 
of the Peachtree St. store, has 
been appointed manager to fill 
the vacancy created by Mr. Bras- 
well’s promotion. 


TO REOPEN STORE 

John Adams, Little Falls, 
Minn., has purchased stock sal- 
vaged from the fire recently suf- 
fered by the hardware firm of 
Adams & Miller. He is tem- 
porarily occupying quarters on 
Broadway, Little Falls, where he 
is selling the salvaged stock. Mr. 
Adams intends opening business 
with a new stock in another loca- 
tion at a later date. The new 
store may occupy a building to 
be erected on the site of the 
former store. 


PEIRSON HARDWARE CO. 
80 YEARS IN BUSINESS 
The Peirson Hardware Co., 

Pittsfield, Mass., is observing its 

eightieth anniversary this year. 

The store was started in 1849 but 

it was not until 1853 that Henry 

M. Peirson, father of Frank E. 

Peirson, now president of the 

firm, entered the business as a 
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partner with George N. Dutton. 
The business was incorporated 
in 1903. “— 
FORM POT & KETTLE 
CLUB IN BOSTON 


Club No. 5 of the Associated 
Pot & Kettle Clubs has been 
formed in Boston, Mass., with 
A. A. Porcelain, buyer for Jor- 
dan-Marsh Co., as_ president. 
Other officers are: vice-president, 
Frank Tait, E. H. Tait Mop & 
Cordage Co., Boston, Mass.; 
treasurer, W. R. Claflin, Boston 
representative of Wollrath Co., 
and secretary, G. E. Bruorton, 
Wagner Mfg. Co. 

The new club has thirty-four 
men and one woman as charter 
members. 


ELECT SEATTLE POT & 
KETTLE OFFICERS 


Charles W. Morse, Hallen- 
scheid & McDonald has been 
elected as president of the 
Seattle Pot & Kettle Club. A. J. 
Martin is vice-president, while 
E. G. Spelger is secretary and 
A. C. Mayer is again treasurer 
HURLEY HEADS WASHING 

MACHINE ASSOCIATION 


Edward N. Hurley, Jr., pres- 
ident, Hurley Machine Co., Chi- 
cago, Ill., has been elected 
president of the American Wash- 
ing Machine Manufacturers’ As- 
sociation. This is his fourth 
consecutive term. 


LEASES STORE SPACE 


The Wakeford Hardware Co. 
has leased a store at 7445 Cot- 
tage Grove Ave., Chicago, IIl., to- 
gether with basement space. 


WILL MOVE STORE 


The Piehl hardware store, 104 
Main St., Batavia, N. Y., is mov- 
ing to 86 Main St. in the same 
town. 


COMBINES STORES 


The Metro Hardware Co., 
Glendale, Calif., has placed the 
stock of its former branch at 123 
W. Broadway, in its store located 
at 233 N. Brand St., Glendale. 





PENN. WHOLESALERS 
HELD ANNUAL N. Y. 
MEETING 





FRANK MAPPES 


With approximately sixty per 
cent of the membership repre- 
sented, the Pennsylvania Whole- 
sale Hardware and Supply Assn., 
held its annual meeting at the 
Hotel Astor, New York City, on 
Feb. 23 and 24. 

&. B. Gallaher, treasurer, Clover 
Mfg. Co., Norwalk, Conn., and 
editor, Clover Business Service, 
was the principal speaker at the 
association’s dinner Thursday 
night. Mr. Gallaher’s address con- 
tained so much valuable informa- 
tion that it became the subject 
of a prolonged roundtable discus- 
sion at the business sessions of 
the following day. 

Although members do not an- 
ticipate much improvement in 
general business conditions in the 
near future, they have resolved to 
make the necessary adjustments 
in conducting their business to 
insure more satisfactory operating 
records. 

The composite result of a sur- 
vey conducted among members 
regarding their business experi- 
ence during the period from 1930 
to 1932, was presented by asso- 
ciation officers and methods for 
bringing about needed betterment 
were discussed at considerable 
length. 

In the election of officers, Frank 
Mappes, Emery Hardware Co., 
Bradford, Pa., was re-elected 
president. John H. Miles, Eastern 
Pennsylvania Supply Co., Wilkes- 
Barre, Pa., former second vice- 
president was advanced to first 
vice-president, and F. P. Wilcox 
Emery Hardware Co., Bradford, 
Pa., was re-elected secretary. 





NORTHERN HARDWARE 
HAS ANNUAL MEETING 
The Northern Hardware Co., 
Inc., Portland, Ore., now having 
more than 140 retail hardware 
dealers throughout Oregon, Wash- 
ington and Idaho, as members, 
recently held its ninth annual 
convention, which was the most 
successful session it has yet held. 

The first day of the convention 
was devoted entirely to viewing 
merchandise on display and to 
purchases by the various dealers. 
Representatives of the factories 
having lines displayed were on 
hand to welcome the dealers and 
explain the lines offered. Most 
of the second day of the conven- 
tion was devoted to meetings of 
the board of directors and to the 
annual stockholders’ meeting. 
The stockholders’ meeting was 
particularly interesting and con- 
structive. Talks were given by 
F.. E. Rhebeck, Port Angeles, 
Wash., on the “Buy American 
Movement” and by A. G. Gilbert, 
Portland, Ore., on “The Utilities. 
in the Merchandise Business.” 
Norris Ames, Silverton, Ore., 
president of the company, gave 
his report. 

Mr. Ames is president for the 
ensuing year, while T. L. Willis, 
Portland, Ore., is vice-president 
and Arthur Quackenbush, Eu- 
gene, Ore., is secretary-treasurer. 
Directors for the year are: C. J. 
Whiteside, Corvallis, Ore.; Ed. 
N. Simon, Salem, Ore.; J. B. 
Little, Portland, Ore.; S. Pool- 
man, Puyallup, Wash.; N. A. 
Bonn, The Dalles, Ore.; Walter 
Botsford, Seattle, Wash.; Mr. 
Quackenbush and Richard Fen- 
dall. 


JOHN DAY CO. OPENS 
NEW QUARTERS 

John Day Rubber & Supply 
Co., Omaha, Neb., wholesale dis- 
tributors of hardware, mill sup- 
plies, implements, etc., recently 
moved into its remodeled build- 
ing at the corner of 10th and 
Harney Sts. 


NEW ENGLAND PAINT 
CLUB NAMES SECRETARY 


At a special meeting of the 
board of directors of the Paint 
& Oil Club of New England, W. 
G. McIntyre, Boston, Mass., was 
elected secretary-treasurer to suc- 
ceed the late Fred L. Moses. Mr. 
McIntyre is a past president of 
the New England Hardware As- 
sociates and of the Paint Trade 
Salesmen’s Club of New England. 


FIRE DESTROYS STORE 
The hardware store of H. E. 
Thompson, Motley, Minn., was 
recently destroyed by fire, to- 
gether with much of the stock. 
Building and stock were insured. 
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CLIFFORD IS PRESIDENT, EVANSVILLE TOOL WORKS 


The Evansville Tool Works, 
Inc., Evansville, Ind., announces 
that Irving S. Kemp has resigned 
his position as president of the 
company to devote his full time 
to the development of the sales 
company he has been organizing 
which serves the jobbing trade in 





IRVING S. KEMP 


the territory from Michigan and 


Indiana to the Missouri River. 
Mr. Kemp will continue as a di- 
rector of the company and will 
represent the Evansville Tool 


Works in this territory. 

George O. Clifford, former vice- 
president, has been elected presi- 
dent. Mr. Clifford, a graduate of 
Massachusetts Institute of Tech- 
nology in mechanical engineer- 
ing and business administration, 





has had nine years of practical 
experience in the positions of 
superintendent and factory man- 
ager. 

Succeeding to the position of 
vice-president is Robert Ray- 
mond, who has been connected 
with the sales department of the 





ROBERT RAYMOND 


company for ten years and for 
some time has had full charge of 
this department. Mr. Raymond 
is one of the best known of the 
younger sales executives among 
the hardware manufacturers and 
has a wide acquaintanceship in 
the trade. 


The Evansville Tool 





ANDERSON HEADS 
IMPERIAL VALLEY CO. 
BRANCH 


Eugene E. Anderson, Jr., has 
been made manager of the Braw- 
ley, Cal., branch store of the Im- 
perial Valley Hardware Co., El 
Centro, Cal., succeeding Earl Mc- 


4 


EUGENE E. ANDERSON, JR. 





Reynolds, who has resigned to 
become secretary of the Potter 
Hardware Co., Los Angeles, Cal. 
Mr. McReynolds, who was active 
in civic affairs, fraternal life and 
as a member of the local city 
council, had been with the Im- 
perial Valley company for 17 
years. 

Mr. Anderson, son of E. E. 
Anderson, vice-president of the 
company and manager of the 
Calexico, Cal., branch of the 
store, has spent practically all of 


AS 





his business career with the c&m- 
pany. 

SUTPHEN REPRESENTS 

BUSCH & THIEM CO. 

V. M. Sutphen, 200 Church St., 
New York City, has been ap- 
pointed as sales representative 
for the Busch & Thiem Co., San- 
dusky, Ohio, makers of the 
Handy Grip sandpaper holder. 
INDEPENDENT TOY FAIR 

HELD IN NEW YORK 


The independently sponsored 
toy fair held at the Hotel Mc- 
Alpin, New York City, from Feb- 
ruary 6 to 26 was attended 
largely by buyers. representing 
wholesale distributors, chain 
store groups and mail order 
houses. There were more than 
thirty exhibitors. 





HARDWARE AGE MOVES 
CLEVELAND OFFICE 


The Cleveland, Ohio, offices of 
Harpware AcE have been moved 
from their former location, Room 
1362 Hanna Bldg., to new quar- 
ters in Suite 605, Union Bldg., in 
the same city. 

Will J. Feddery, Central West- 
ern advertising representative of 
HarpwarE AcE will continue in 
charge of that territory. 





Works, | 





the oldest hammer and hatchet 
factory in the midwest, also 
manufactures complete lines of 
axes, sledges, chisels, wrenches 





GEORGE 0. CLIFFORD 


and miscellaneous forged tools. 
A new catalog describing the line 
of automotive tools has just been 
issued. 


0. L. MOORE DISTRIBUTES 
CENTURY STOVES 
IN WEST 
O. L. Moore, formerly with the 
Stowe Hardware & Supply Co., 
Kansas City, Mo., has been ap- 
pointed to handle distribution for 
the Century Stove & Mfg. Co., 








0. L. MOORE 


Johnstown, Pa., from its Kansas 
City branch. The Kansas City 
branch of the Century organiza- 
tion handles distribution from 
the Mississippi River west. Mr. 
Moore succeeded R. L. Kidner, 
who had been with the Century 
company for 30 years. W. W. 
Lake, former traveler for the 
Stowe Hardware & Supply Co., 
has joined the Century sales or- 
ganization and will travel in Ok- 
lahoma, Arkansas and Texas. 

The Century Stove & Mfg. Co. 
has its Kansas City headquar- 
ters located at 1324-1326 West 
Twelfth Street, where a complete 
line of the company’s natural and 
artificial gas-burning appliances 
is carried. 


AUSTIN REPRESENTS 
ARMSTRONG BROS. CO. 
H. B. Austin is now represent- 

ing Armstrong Bros. Tool Co., 
Chicago, IIl., in the Eastern terri- 
tory. 





ALEX ROSE HONORED ON 
HIS 86TH BIRTHDAY 


Twenty-five friends of Alex 
Rose, practically all of whom 
have known him for more than 
50 years, gathered recently at the 
St. James Hotel, Rochester, 
Minn., to honor him at a lunch- 
eon given by C. W. Case. The 
luncheon marked Mr. Rose’s 
eighty-sixth birthday and the 
fifty-seventh anniversary of his 





ALEX ROSE 


entering the employ of the pres- 
ent C. W. Case hardware store 
in that town. Mr. Rose, who 
served the Case store as a tinner, 
was originally employed by Mr. 
Case’s uncle, who was joined by 
Mr. Case 15 years later. 





C. N. CASE 


Mr. Rose now resides in Pon- 
tiac, Mich., with his daughter. 
He would still be active as a 
tinner for the Case store if there 
were calls for his work. 

In honor of the anniversary 
Mrs. Elizabeth Case wrote a4 
poem giving Mr. Rose’s history 
as well as some lines on the his- 
tory of the Case store. 





HARRY G. NYE 
Harry G. Nye, president, Nye 
Tool & Machine Works, Chicago, 
IIL, since he organized it in 1904, 
died recently following a brief 
illness. He was born at Rich- 

mond, Ind., 59 years ago. 
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500 AT METROPOLITAN 

HARDWARE BANQUET 

Speaking on the subject, “Cour- 
age in Business,” E. D. Peck, vice- 
president, Devoe & Raynolds Co., 
New York City, told members and 
guests at the banquet of the Met- 
ropolitan Hardware Association, 
how large corporations find new 
markets and urged dealers to 
profit by those experiences. 
There were about 500 members 
and guests of the associations 
comprising the Metropolitan 
Hardware Association at the ban- 
quet, which was held at the Hotel 
Commodore, New York City, 
Feb. 23. 

R. J. Atkinson, Brooklyn, N. Y., 
acted as toastmaster, while the in- 
vocation was given by Rev. An- 
drew J. Meyers, pastor, South 
Bushwick Reformed Church, 
Brooklyn, N. Y. H. A. Cornell, 
assisted by a committee of 37, 
was in charge of the banquet. 
Professional entertainment was 
supplied by George T. Kohlmeier, 
115 Prospect Street, Long Island 
City, N. Y. 

This year’s banquet was spon- 
sored by Brooklyn Hardware 
Dealers Association, Manhattan 
and Bronx Hardware Association, 
North Jersey Hardware Dealers 
Association, The Hardware Boost- 
ers, and The Hardware Square 
Club. 


N. J. HARDWARE ASSN. 
HOLDS ENTERTAINMENT 


More than 350 members and 
friends of the New Jersey Retail 
Hardware Association attended 
the association’s first annual en- 
tainment and dance held Feb. 15 
at Schary Manor, Newark, N. J. 
Professional entertainment and 
dancing were features of the eve- 
ning. Guests and members were 
welcomed by President Joseph 
Heller, J. Heller & Son. Jack 
Heller of the same store was in 
charge of the affair. 
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30 ... . «-0++30.06 Caliber Rifle 

Dropped one .. ADinstead of o 10 

Six o'clock .. +++. Position on target corresponding to clack numbers 
One o'clock ....+ Position on target corresponding to clock numbers 
Toke it up o click Raise the elevation one point 

Grape Vine Sling Method of wrapping the gun's sling obout the erm 





NY 
WIP, | Pull e shot off... Jiggle the rifle to one side or the other 





AA | Sightor .....0... A sighting shot to see if direction is right 
Pinwheel ....... A dead center bullseye 
Prone .. . Shooting from @ prond pesition ™ 
Offhand ....... Shooting standing 

We Butts, pit ...... Trench in which terget changers work 
Phht shooting ...Small bore shooting, generally 22 coliber 
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OPENS NEW STORE 

The Bragg Hardware Co., Ra- 
leigh, N. C., has opened its new 
store at 118 S. Salisbury St. in 
that city. The business was or- 
ganized in 1921. 


NICHOLS CO. OPENS 
TWO WAREHOUSES 


Two branch warehouses have 
been opened by Nichols Wire, 





Sheet & Hardware Co., Kansas 
City, wholesalers and manufac- 
turers, one in Mason City, Iowa, 
the other in Hannibal, Mo. The 
new branches, which operate 
strictly on a wholesale basis, are 
carrying a complete line of flat 
and corrugated sheets, tinners’ 
fittings and footage, wire prod- 
ucts, including nails, fencing, 
barb wire, steel posts, gates, etc., 
and composition roofing in 
shingle and roll goods forms. 











OBITUARY 


J. FRED KOHLER 


J. Fred Kohler, 73, Peters- 
burg, Mich., hardware dealer for 
many years, died recently. He 
started a coal and lumber busi- 
ness in 1885 and added hard- 
ware lines a few years iater, In 
addition he was a contractor and 
builder. Mr. Kohler, who held 
several public offices in the town- 
ship and county, remained active 
in his hardware business until 
shortly before his death. 





Cc. C, VAN BUSKIRK 
Charles C. Van Buskirk, 78, 


Pottstown, Pa., hardware dealer 
for many years, died Feb. 9 at 
his home. His father founded 
the business in 1861 and con- 
tinued it until his death in 1876. 
The present firm, Van Buskirk 
& Bro., was founded in 1882. 





CYRUS Y. SCHELLY 


Cyrus Y. Schelly, 81, founder 
and chairman of the board of 
the firm of C. Y. Schelly & Bro., 
Inc., Allentown, Pa., wholesale 
distributors. The firm was 
founded by Mr. Schelly and his 
brother, Joel P. Schelly, in 1883, 
and was incorporated in 1930. 
Until December, 1931, Mr. 
Schelly was very active in the 
business. 


ARTHUR TROST 


Arthur Trost, Denver, Colo., 
representative of the Aluminum 
Goods Mfg. Co., Manitowoc, 
Wis., died recently. 


ALFRED J. RUSSELL 

Alfred J. Russell, 69, president, 
Russell & Watson, Buffalo, N. Y., 
kitchen furnishings manufac- 
turers, died recently. 








been quick to seize upon the oppor- 
tunity to cash in substantially on the 
demand for jig-saw puzzle making 
needs. Inexpensive hand jig-saws, 
electric jig-saws, saw blades, special 
glue, sandpaper, plywood panels and 
printed paper pictures are items that 
can be sold in large quantities by 
hardware dealers. Efficient electric 
jig-saws are available to retail from 
$5 to $20. 

The present jig-saw puzzle vogue 
is said to have received its start in 
New England, quickly spread to 


50 


The Jig-Saw Jag 


(Continued_from page 34) 


New York, and is rapidly gaining in 
popularity elsewhere in the country. 
When the craze first hit New York 
City, the hardware firm of Ham- 
macher, Schlemmer & Co., Inc., was 
among the first to visualize its busi- 
ness-creating importance. The firm 
had handled electric wood-working 
machinery for both home and indus- 
trial uses for some time, and an elec- 
tric jig-saw had always been a most 
important item in the line. 

With the advent of the puzzle 
vogue added emphasis was placed on 


the electric jig-saw. Demonstrations 
on cutting jig-saw puzzles were ar- 
ranged and are still being given with- 
in the store as well as in one of the 
show windows at frequent intervals. 
Three salesmen have had special 
training in making jig-saw puzzles 
and have become highly skilled. 
Sales almost immediately began to 
show a marked increase and an as- 
tounding number of jig-saw sales 
have been “chalked up” by the firm 
in recent months. 
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Mr. J..B. HUNTER 


Hardware dealer 
sells 3000 
Telechron clocks 
in three months 


SIX MONTHS AGO, while many mer- 
chants were complaining about bus- 
iness conditions, the J. B. Hunter 
Hardware Company, of Boston, 
set out to sell Telechron Electric 
Clocks—and sold them—with con- 
spicuous success! 

Every day, a complete line of 
Telechrons was featured in the 
windows. Every day, other Tele- 
chrons were prominently displayed 
inside the store. Newspaper ad- 
vertisements ran regularly once a 
week. Different leaders were 
pushed at different periods to 
maintain interest. . . . Sales 
jumped, of course. And in ninety 
days, alone, three thousand Tele- 
chron Clocks moved across the 
counter! 

Mr. Hunter believes in choosing 
a good product, well-made, well- 
known, well-advertised, and “keep- 
ing everlastingly at it.” Results 
confirm his conviction and show 
what other dealers can do. 
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Announces a novel, money- 


making model—“Minitmaster” 


TELECHRON developed the self- 
starting clock motor. Telechron 
first introduced synchronous elec- 
tric time. And now Telechron 
goes ahead again — with a model 
as modern as the time it tells — 
as simple and easy to read as an 
automobile speedometer. 


It’s called “Minitmaster.” Un- 
like conventional clocks, it has 
the kind of face that can’t be con- 
fused. A sweep-second disc regis- 
ters from one to sixty. At every 
revolution, a new numeral clicks 
down on the minute dial. 8.20 is 
exactly 8.20. You can’t confuse it 
with 8.19 or 8.21 or twenty minutes 
of four! 


9 


“Minitmaster’s” case is as new 


as its face—of gleaming black 
composition with gold finish trim 
—lighted from inside by a tiny 
lamp. It was designed for a busy, 
high-speed age. It will sell — be- 
cause of its novelty — because of 
its accuracy and convenience. Its 





No. 3F51—New and unique. Moulded black 
case with gold-plated feet and trim, 4%” 
high. Retail price, $3.95. 


Velechron 


Reg. U. S. Pat. Off. by Warren Telechron Co. 











retail price of $9.95 allows you a 
very generous profit. 


Other Telechron Clocks are 
priced to retail from $3.95 to 
$25. You really ought to know 
about them! The coupon below is 
the easiest way. 

WARREN TELECHRON COMPANY 
ASHLAND MASSACHUSETTS 











"No. 2F01—New wall model for kitchen or 


bath. Chrome case, with moulded bezel in 
colors. 5%” across. Retail price, $4.75. 


Warren TELECHRON COMPANY 
43 Main Street, Ashland, Mass. 

Please tell me what Telechron can 
do for me. 


Name 





Address 














in Pliers 


KLEIN 


OOD workmen demand 





good tools—your cus- 

tomers appreciate 
quality in pliers--that’s why 
they demand Kleins. Klein 
Pliers have been the stand- 
ard with master workmen 
and public utilities ‘‘since 
1857,” and are made in a 
wide variety of sizes and 
styles to meet every require- 
ment. Check over your 
stock of Kleins with your 
jobber and be prepared to 
{ll the needs of your cus- 
tomers who want the best. 


Buy From Your Jobber 


ahs CLE Nai 


3200 BELMONT AVE., CHICAGO 
RE 
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LETTERS 


to the Editor . 


Likes Feb. 16 Issue But— 


Joutet, Int.—I have just finished read- 
ing the February 16th issue of your fine 
magazine and I must say that it was very 
interesting. 

The article, “How to stock and sell elec- 
trical sundries more profitably,” is very 
timely and is very complete. If I had but 
one table for open display it would be 
used for electrical sundries. 

“Home and garden displays for spring” 
is just fine. Garden and seed departments 
are becoming very popular in hardware 
stores. You are doing good work when 
you encourage merchants to feature that 
department. 

I was very much impressed by the letter 
from Syd. Atkinson telling of the job of 
the retail hardware salesman. He hit the 
nail on the head and I agree with him 
in everything he said. 

“Retail hardware store advertising,” by 
J. A. Warren was exceptionally fine. What 
I have been wondering is just why did 
Mr. Warren have to go to Australia to get 
advertisements to illustrate what he had 
to say. I am sending along a few of my 
ads of last April as well as my last dollar 
day ad which I consider one of the best 
I have ever written, both from the style 
of the copy and the results of the sale. 
In the dollar day ad you will notice our 
rose bush sale that I wrote about in the 
last article sent you! Since sending the 
article to you we have doubled our rose 
bush future sales. 


Cuas. I. Crawrorp, Manager, 
Barrett Hardware Co. 


(Our Australian advertisements came 
from a subscriber who wished to show how 
carefully he had followed advertising sug- 
gestions in HarpwarE Ace. These samples 
[See H. A. Feb. 16] were decidedly Amer- 
ican in style and treatment and featured 
mostly American-made hardware. We are 
happy to have Mr. Crawford’s advertising 
examples and welcome ideas and clippings 
of advertising from all readers. Good ideas 
that can be used by other hardware men 
are always welcome, and from all sources. 


—Fd.) 
Our Regrets, Mr. Cullen 


Sr. Paut, Minn.—I was surprised in 
reading the report of the Minnesota con- 
vention in your issue of February 16, to 


1 a~ 


note the reference to the Shopping Tour 
which I presented during the convention. 
I particularly object to this statement: 
“In not one instance did I find a dealer 
who used real salesmanship.” Such a 
statement was not made and therefore I 
feel that in justice to me as well as to 
the hardware merchants of Minnesota you 
should retract this statement. 

If you will read the full account of our 
experiences starting on page 4 of our Feb- 
ruary issue you will notice that we found 
examples of salesmanship of an unusually 
high order. 

I hope you will comply with my request 
and publish this correction. 

A. W. Cutten, Editor and Manager, 
Northwest Hardware Trade 
and Sporting Goods News. 


(The Minnesota convention report was 
written by an experienced reporter whose 
previous record for accuracy has been ex- 
cellent. But from Mr. Cullen’s letter it is 
evident that he misinterpreted one part of 
the program for which he and we are 
sorry.—Ed.) 


Hardware Age Window 
Display Fixtures 


Uniontown, Ata.—In a recent copy of 
your HarpwarRE AGE, we were very much 
interested in an article and in cuts ex- 
plaining how to make window fixtures. It 
seems to cover our case exactly. We have 
very pretty windows indeed, but have no 
expert trimmers and as you suggested the 
effect of our windows are always flat and 
with such. fixtures as you explain, we 
should be able to improve them 100%. 

This particular copy of your magazine 
has been misplaced and as we are so much 
interested, we are going to ask that you 
please furnish us full details and if possible 
blueprint so that we can obtain estimate 
of costs and if possible have a set of these 
fixtures made up. Thanking you in ad- 
vance for your cooperation. 

Wuite Harpware Co. 


(A reprint of this article, “How to Make 
and Use Harpware AcE Interchangeable 
Window Display Fixtures,” has been sent 
to White Hardware Co. Reprints are avail- 
able and will be sent to any reader on 
request.—Ed.) 
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Fake Fire Sales 


‘FartpauLt, Minn.—Your article on fake 
fire sales in Feb. 16 issue of HARDWARE 
Ace was read by us with much interest. 
We have had a lot of trouble here with 
fly-by-night concerns putting on sales here. 
Last spring we were successful in having 
our county attorney put through the en- 
closed ordinance. 

Up to a month ago the ordinance pre- 
vented or regulated all sales covered by it. 

About a month ago a firm who have 
been here about a year and a half adver- 
tised a fire sale on a stock of shoes pur- 
chased out of the state, they refused to 
take out a license, the county attorney 
swore out a warrant and the proprietor 
was arrested. On motion of counsel case 
was set ahead a month. 

Our county attorney has always claimed 
this ordinance was not constitutional. We 
are getting all possible data on the subject 
to give him more backbone. Your opinion 
on our ordinance will be appreciated. 

We note your reference to an article on 
this subject last Aug. 4. We are unable 
to locate this copy and ask if possible that 
you send us the page. 

T. H. Loynep & Son. 


(We will send this reader all available 
data and urge other readers to do the same 
and to advise HArpwarE AGE of any simi- 
lar problems or likely solutions.—Ed.) 





Hammonp. La.—I am enclosing a copy 
of an ordinance that we have just had 
passed in our little city and also had the 
same law passed last Legislature which 
convened last May. Now a transient mer- 
chant in order to open a business in 
Hammond, La., has to give a bond of 
$500.00 and $25.00 license to the city of 
Hammond, and a $500.00 bond and $25.00 


license to the Parish, making a total of 
$1,000.00 bond and $50.00 license fee. 
We have been working for four years to 
have this put through, so you see what per- 
sistence can do if followed. I am sending 
this along to your good paper and if you 
think it of any interest or benefit to our 
brother merchants please mention this. 
Thanks. 

F. J. Lewis, 

Lewis Hardware Co. 


(Space does not permit publication of 
the text of this ordinance here. It will ap- 
pear in the next issue. The salient fea- 
tures of this local law are given in Mr. 
Lewis’ letter.—Ed.) 


Those H. A. Display Fixtures 
Again 


Soutu River, N. J.—I have admired 
your “Original Display Suggestions” for 
quite some time and I would like to have 
your sheet of. instructions that I may able 
to construct the same. 

Our windows are quite large and I would 
like to purchase some window dividers. 
Can you tell me where I could get them? 

The Harpware AGE jis a great help in 
more ways than one. After everyone is 
through reading it I cut out all window 
trim suggestions and paste them in a scrap 
book, thus I always have plenty of ideas 
for new window trims. 

Thanking you for taking care of the 
above. 

J. GrossMAN, 
S. Grossman & Sons. 


(Mr. Grossman now has the plans for 
making and using his own window display 
fixtures. A request from other readers will 
be similarly taken care of promptly.—Ed.) 








Secretary of War Hurley Gets 
Model 92 Winchester 
No. 1,000,000 


Recently Winchester Repeating Arms 
Co., New Haven, Conn., presented Secre- 
tary of War Patrick J. Hurley with Win- 
chester Model 92, No. 1,000,000. Senator 
Frederic C. Walcott, Connecticut, made 
the presentation in behalf of the Win- 
chester company. 

The rifle, which is of plain finish, is of 
.32-40 caliber, fitted with select fancy stock 
and forearms of walnut, finely checkered. 
the stock having a shotgun butt and pistol 
grip. The magazine is full length. The 
gun is fitted with a folding rear peep 
sight, mounted on the tang. The frame is 
handsomely ornamented with gold inlays, 
comprising the official seal of the Secre- 
tary of War, the serial number of the rifle 
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and the inscription: “Presented to Patrick 
J. Hurley, Secretary of War, by Win- 
chester, 1932.” 





YOU Save Your 
Customers Money... 





When You Sell Them 
U. 8S. Poultry Fenee 


U. S. Poultry Fence, the modern, 
straight-line netting, actually costs less 
erected. For, it stretches to wood or sieel 
posts without sagging. ...needs no wood 
top-rail, no baseboard. . . .requires fewer 
posts. .. .cuts easily, quickly and without 
waste. 


Builds Repeat Business. ... 

You save your customers the cost of 
unnecessary material, when you sell this 
superior, longer-lasting fabric... .You 
save them time and labor....You build 
for yourself a permanent, profitable re- 
peat business which price competition 
cannot take away. 





Insist on Genuine U.S.... 

Now is the time to go after the poultry 
netting business. ...Meet demands with 
ample stocks of genuine U. S. Poultry 
Fence. . . .Made in America by American 
workmen. ...Sold only through regular 
wholesale and retail trade. .. Stocked by 
jobbers in 100 cities....Ask us for the 
namé of the distributor nearest you! 

Indiana Steel & Wire Co. 
Muncie, Indiana 


Makers also of 
IMPERIAL Farm, Poultry, Lawn Fence, Trellis, 
Flower Bordtr, Steel Posts, Gates. 








Saves 
Time, 
Labor, 
Money 






us S Poultry y Fence 


The — That Stands O Alone 
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ARMSTRUNG BROS. 








Knife Blade Cutter Wheels 





tent Stock 


—on a single display board, wheels for all 
types of pipe cutters. ARMSTRONG BROS. 
Knife Blade Cutter wheels cut faster, re- 
quire less muscle, for they have thin, pene- 
trating blades, are alloy steel, hardened, oil 
tempered and cadmium plated. They have a 
large following and far outsell the old type 
cutter wheels. , 
Write for Circular 

Armstrong Bros. Tool Co. 

“The Tool Holder People” 
314 N. Francisco Avenue 
CHICAGO, U. S. A. 








ROLE ERS 


Pre LD MATCH 


CHAIN STORE VALUES 
5* to $40 


MERCHANDISE 








DON’T BE UNDERSOLD by the 
CHAINS on 5¢ to 25¢ staple, everyday 
selling items throughout your store and 
have your customers feel that you are 
high priced on all lines of General Hard- 
ware and Housefurnishings, just because 
you are out of line on the 5¢ to 25¢ 
ines. 


DON’T BE UNDERSOLD._ Get 
CHAIN STORE BUYING OONNE( STON 
on the | to 25¢ lines, sell at CHAIN 
§ © PRICES, make CHAIN STORE 
PROFITS, or don’t handle this popular 
line of merchandise. 

DON’T BE UNDERSOLD, 
the facts about the “‘C. M. 


ganization that has SPEC LALIZED a = 
5¢ to $1.00 merchandise for 19 years. 


ba 


Consolidated Merchants Syndicate, Inc. 
PIERRE H. MEYER, Pres. 
890 Broadway New York City 


Attach this coupon to your letterhead and 
learn how you can INCREASB YOUR 
SALES and PROFITS on 5¢ to 25¢ 
MERCHANDISE. 


Address .... eerrereT eS 
March, 1933— Heréware aa 

















This is the interior display which boosted George Healey & Son’s lamp sales. 


Healey Store Increased Lamp Sales 568% 
By Energetic Merchandising 


Y energetic merchandising on 
B electric lamps during October 

and November, 1932, George 
Healey & Son, Dubuque, Iowa, in- 
creased sales on that line by 568 per 
cent over the corresponding months 
in 1931. Lamp displays in one of 
the show windows and a table dis- 
play with a flasher system attracted 
the attention of customers. Each cus- 
tomer was asked, “How are you 
fixed for lamps?” Following the 
question the salesman gave a sales 
talk on the economy of burning the 
high-grade American made lamps 
featured. 

The merchandising campaign, 
which fully utilized display material 
furnished by the manufacturer, was 
started when George B. Healey, 
junior member of the firm, decided 
that lamps could pay a bigger profit 
and bring more customers into their 
store to buy other things as well as 
lamps. To make sure that they were 
well informed about the lamp qual- 
ity story a sales meeting of all em- 
ployees was called. 

During the campaign two com- 
plete lamp displays were shown for 
periods of three weeks each. A spe- 


Number of people passing 100 100 i 
Number of people stopping 35 18 
Number of people coming into store 17 8 
Number of people who made a purchase 11 2 


cial flasher system was shown in the 
window during those weeks. Dur- 
ing that time a banner reading “For 
Good Light at Low Cost” was shown 
in the window. A telephone cam- 
paign was conducted which sold 
lamps and brought more people into 
the store. The lamp counter display 
was moved up to the front of the 
store and was kept lighted night and 
day. In addition lamps were dis- 
played near the cash register. 

Speaking of the display George 
B. Healey said: “Our test of a good 
window display is whether it stops 
people on the street and brings them 
into the store. We have found that 
a lamp window accomplishes these 
two things better than a display on 
any other staple item in our store. 
Occasionally we will put in a win- 
dow which will outdraw a lamp dis- 
play, but when we want a display 
which we know will attract attention 
we put in a lamp window. 

“We made an interesting test of 
the power of such displays to stop 
customers. Based on 100 people 
who passed our store on Saturday 
morning and afternoon, Oct. 15, we 
have compiled the following facts: 


Lamp Window Other Window 
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Speaking further of the analysis, 
Mr. Healey said: “We did not in- 
clude in this summary the people 
who walked into the store without 
stopping at either window. Nine of 
the eleven people who made a pur- 
chase after being stopped by the 
lamp display bought lamps. Three 
of these purchased some other item 
as well.” 


Mr. Healey’s activity increased the 
lamp sales, made sales in other lines 
and attracted a great deal of atten- 
tion to the store and its windows. In 
addition the window display won a 
first prize of $500 in a nation-wide 
lamp sales contest conducted by the 
Incandescent Lamp Department of 
the General Electric Co., Nela Park, 
Cleveland, Ohio. 





The Jobber’s Salesman 


And feeling pretty blue, 
When a salesman came in from the 
street. 
(I saw that he was new.) 
I'd had enough of merchandise; 
New stock had no appeal; 
The prices all were ’way too high— 
I couldn’t turn a deal. 


] WAS standing in my store one day, 


I'd known the House he traveled for, 
Their harried salesmen, too, 
They’d loaded me up to the gills; 
I felt that I was through. 
Those other men were always rushed, 
Their lives were full of cares; 
They didn’t care if my stocks piled up 
My worries were not theirs. 


But this new man was full of vim, 
His time was mine that day. 

He saw the trouble I was- in 
And chased my “blues” away. 


He saw the stocks piled on my shelves, 
And tried to put me wise 

That stock was loss that wasn’t turned— 
’Twould pay to advertise. 


He showed me how to turn my stock, 
And trim a window, too; 

How to make displays attractive for 
My customers to view. 

*Twas wise to use all “dealers’ helps” 
That chanced to come my way, 

And with my nice clean merchandise 
My business sure would pay. 


He told me all about his House— 
Their years of Service, too, 
That they were sure that all their trade 
Were honest through and through. 
He made me believe in him at once; 
His House would treat me square; 
And that’s the House where [ll buy 
my stocks ; 
As long as he is there. 
-Hazel Mays Walden. 





Parker-Kalon Cold Forged 

Wing Nut Assortment No. 108 
Contains 108 wing nuts, nickel plated in 

the following sizes and tappings: 3/16 

in.-24, %4 in.-20, 5/16 in.-18 and % in.-16. 

Display unit in orange and black is of com- 

pact size. Each assortment packed in cor- 





rugated container. Suggested retail selling 
price, two for 5c on the 3/16 in. and % in. 
and 5c each for the 5/16 in. and % in. 
Dealer cost for assortment, 90c. The 
Parker-Kalon Corp., 200 Varick St., New 
York City. 
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Standard Electric 
Water Heater Line 


For home, garage, summer homes, offices, 
etc., come equipped with cord and pin 
plug for attaching to convenience outlet 
and pressure tank thoroughly insulated 
with mineral wool. Outside case, rust 
proof porcelain enamel finish, light green 
with black striping. New series comprises 
six models, three automatic and three non- 
automatic. The Standard Electric Stove 
Co., 1718 N. 12th St., Toledo, Ohio. 
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Says A Successful 
JOBBER'S SALESMAN 
Name on request) 


D ear Walt: 
T doubt that anything more 
than the Woos7éR Baush SELLING 
S¥s7eEm could have helped me,as 
aJobber's salesman to Sell 
more paint brushes cece 





















LETS SEE, t 
You SOLD YEP’ oH 
15 SAMPLER | SURPRISING|— 





BRUSHES ISN'T tT? 
LAST WEEK. 
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SNA Invariably, it has in- 


creased my dealer's 
sales tremendously. 




















‘Now-their customers allowed 
to make their own choice 
from the SAnaeR-aimost 

always buy a Berrer Brus 


“THat 















A great many dealers 
were satisfied to sell 
@ 25 cent paint brush! 


A 2s¢ 65¢ Ont |< = gas 
BRUSH BEF OF PLEASE) =". 
witt bo 
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An accurate 
record was 
Kept on the 
brush sales _ 
with the 
WoosTvER 
Bsusn Seine 
SysTem 


GET THIS NEW IDEA 
Simplified Brush Selling 


Reduce your brush investment 1/3 to 1/2. 
Avoid overstocking. Keep a small, selected 
brush line of fast movers. Show every 
customer a complete line-up of better 
brushes. Watch your brush profits GROW! 
Order special Sampler Deal at $12.50. 
Try it. 


THE WOOSTER BRUSH CO. 
Wooster, O. 











Unbreakable 


Post Capper 
now sells for 


ONLY $1.09 


Everedy’s No. 150 was the big- 
gest selling gear capper of 1932. 
Its U-Beam steel post made 
an instant hit. Unlike old style 
cast posts, this mew post can’t 
break. Thousands and _ thous- 
ands were sold last year with- 
out a single comeback or com- 
plaint. Be sure to feature the 
improved No. 150, at its new 
low price, in 1933. And remem- 
ber that every buyer of a cap- 
per is a prospect for Everedy’s 
$1 Syphon Filter. Write for cir- 
cular describing Everedy’s 1933 








sories. Sold by good 





jobbers everywhere. 
Prices slightly higher 
in Far West and 
Canada. 


The EVEREDY Co. 


Frederick =} Maryland 











There’s a Mine 
of Information 





vitally-important 
facts, live merchan- 
dising ideas and 
sales- producing 
methods in HARD- 
WARE AGE. Make 
it a habit to read 
your business paper 
regularly and thor- 
oughly. 
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line of home bottling 
and preserving acces- 








FAMOUS FICTION 


“This is the real stuff—imported. I 
know the guy tkat brought it over.” 

“Tt ain’t the money I care for—it’s 
the principle of the thing.” 

“Oh, I know how to handle it; I can 
drink it or leave it alone.” 

“T cannot live without you.” 

“Pleased to meetcha.” 

“Painless Dentistry.” 

“I'd be the last one to say anything 
against her, but—” 

“T’m offa that st.ff from now on. 
It’s no good. Never again—that’s me.” 

“I’m as fit as a fiddle—just as good 
a man as I was twenty years ago. I 
can’t notice a bitta difference.” 

“We are prosperous and don’t know 
it. Prosperity is just around the cor- 
ner. Anyhow, it’s just a state of mind.” 

“Why, no, my dear, I can’t remem- 
ber a single thing about, the Spanish- 
American War. I was just a tiny girlie 
then.” 





“Say, looka heah, Rastus, you all 
know what you're doing? You was 
going away for a weekend and they 
ain’t a stick o’ wood cut for the house.” 

“Well, what you all whinin’ about, 
woman? [I ain’t takin’ de axe.” 


Sympathizer: How’s your insomnia? 
Incurable—Worse and worse. I 
can’t even sleep when it’s time to 
get up. 


Compiled by 


Justin PHunN 


“She has the worst memory in the 
world.” 

“Forgets everything?” 

“No; remembers everything.” 





Young Artist: “You are the first of 
my many models I have ever kissed.” 

Model: “How many have you had?” 

Young Artist: “Four. An apple, a 
banana, a bouquet and you.” 





Professor: “Correct this sentence: 
‘Before any damage could be done, the 
fire was put out by the volunteer fire 
department.’ ” 

Boy: “The fire was put out before 
any damage could be done by the vol- 
unteer fire department.” 





School Ma’am: “This essay on ‘Our 
Dog’ is word for word the same as your 
brother’s.” 

Buster: “Yes, ma’am, it’s the same 
dog.” 





Roosevelt had been elected only three 
days when this riddle came out: 

Ques: “What is the most important 
letter in the alphabet?” 

Ans.: “‘R.’ It is found in Mother, 
Father, Sister, Brother, it is the be- 
ginning of Roosevelt and the end of 
Hoover.” 





“What“are the ten best years of a 
woman’s life?” 
“From twenty-eight to thirty.” 





One salesman met another in a 


Thompson restaurant. “What’s the 
matter, Bill? You're eating only 
crackers and milk. Are you on a 
diet?” 


“No on commission.” 





Poetess: “Have you ever seen the 
sun setting in such a blaze of glory 
that it swallows up the horizon with 
fire, or the mist gliding down the hill- 
top like a spectre?” 

Hodge: “Yes, Miss, I used to, but 


I’m on the water wagon now!” 





“Say, Bill, if you had five bucks in 
your pocket, what would you think?” 
“Bill: “I'd think I had somebody 


else’s pants on.” 
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Ex:xts Park, Pa.: Who makes Nu- 
Enamel?—Horace Ervien, Inc. 
ANSWER: Nu-Enamel Paint Co., 


Dallas, Texas. 
* * * 





Newport News, Va.: Furnish name 
and address of the manufacturer of 
Rawlings’ patent door stop.—Rosen- 
Hardware Co. 

ANSWER: Rawlings-Grinsley Mfg. 
Co., Kearny, N. J. 


* * * 


MonroEVILLE, On10: Who makes a 
barrel rack which permits tilting the 
barrel into place?—The Hess Hard- 
ware Co. 

ANSWER: Tidy Products, Ine., 
Chrysler Bldg., New York City. 


&¢ 2 #@ 


Wasuincton, D. C.: Who makes 
mantles for the Lumo kerosene lamp? 
—Department of Commerce. 

ANSWER: The Miller Co., Meriden, 
Conn. 

* * * 

Dove as, Ariz.: Where can barrels 
for a Reising 22 cal. automatic pistol 
be obtained ?—Posten-Arthur Hardware 
Co. 

ANSWER: Reising Arms Co., Inc., 
20 Main St., E. Waterbury, Conn. 

* * * 

Scuonarie, N. Y.: Who makes Black 
& Lamb steel traps?—Chas. E. Willsey. 

ANSWER: Hawkins Co., So. Britain, 
Conn. 

* x * 

Beverty Hints, Cat.: Who makes the 
Launderator, a laundry chute for soiled 
clothing?—Rhys G. Thackwell. 

ANSWER: The D.S.K.U. Corp., 
Frankford, Ind. 

* * * 

Aupany, N. Y.: Who makes Franklin 
fireplace heaters?—Albany Hardware 
& Iron Co. 

ANSWER: Union Stove Works, 70 
Beekman St., New York, N. Y. 


BETHLEHEM, Pa.: Furnish names and 
addresses of two or three manufactur- 
ers of clock operated furnace control 
systems. Also provide names and ad- 
dresses of two or three makers of foot 
power scroll saws.—Krause Hardware. 

ANSWER: (1) Tillery’s Little Jani- 
tor Clock Co., 55 Orchard St., Newark, 
N. J., and Tork Co., 12 E. 41st St., New 
York City. (2) Miller Falls-Goodell 
Pratt Co., Greenfield, Mass.; W. F. & J. 
Barnes Co., Rockford, Ill., and Acker- 
mann, Steffan & Co., Chicago, II. 

*% * * 

Hopart, AustraLia: Having noted 
the article in your Aug. 4 issue dealing 
with model boat building, we would 
thank you for the name and address of 
a manufacturer of model boat fittings. 
—Charles Davis, Ltd. 

ANSWER: Boucher Playthings Corp., 
150 Lafayette St., New York City. 
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Mr. Airy, Mp.: Who makes electric- 
ally operated glass edging machines 
for grinding the edges of automobile 
glass?—Robert M. Meyers. 

ANSWER: Lange Machine Works, 
150 N. May St., Chicago, IIl., and Som- 
mer & Maca Glass & Machinery Corp., 
3600 S. Oakley St., Chicago, III. 

* * * 

MarQuettTe, Micu.: Where can we 
buy a J. F. Duby wheel gage? This is 
used for lining up automobile wheels. 
—The Quality Hardware. 

ANSWER: J. F. Duby, 83 Southern 
Artery, Dorchester, Mass. 

*% * * 

West Patm Beacu, F ia.: Furnish 
name and address of the manufacturer 
of Seavule liquid rubber and Colvulc 
primer. These products are for use 
on boat bottoms.—Hopkins-Carter. 

ANSWER: Colvule Rubber Co., Nor- 
folk Downs, Mass. 

x * % 

New Caste, Pa.: Where can we se- 
cure gift boxes, in which to wrap ar- 
ticles sold in our china, glass and 
novelty department ?—Cripps Hardware 
Co. 

ANSWER: Transogram Co., Inc., 200 
Fifth Ave., New York City; F. M. 
Howell & Co., 210 Maple Ave., Elmira, 
N. Y., and Geo. Franke Sons Co., 112 
Eutaw St., Baltimore, Md. 

* & # 

Minster, Onto: Where can we buy 
Common Sense rat poison?—Hoying 
Westerheide Co. 

ANSWER: Common Sense Mfg. Co., 
Buffalo, N. Y. 





Information regarding sources of supply as provided readers of Harpware ACE 

by the Who Makes It Editor is here presented as an aid to others in the trade who 

may be seeking the same articles, The inquiries reproduced have been selected 

because of their general interest to hardware merchants and buyers. This 

editorial feature in each issue supplements the service rendered by the “Who 
Makes It?” issue published on Sept. 29, 1932. 
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Sheffivid 


offers these Fast Spring Sellers! 


SILVER OR 
GOLD 
PAINT 


25c seller 









seller 


35c seller 


Large Combination Cans. Greatly improved or 
ind powder. Can contains separate carton of the 
new Sherfield pure metal bronzes, and a wide 
necked jar of Sheffield heat- -resisting liquid. Big- 


gest value on market. Display ’em—push ’em 


-they’re profitmakers! 
(Prices slightly higher west of the Mississippi 
and south of Tennessee.) 


For Refinishing Screens, sell ’em 


IRON ENAMEL 


(GLOSS BLACK) 
Free 


Miniature 










Brilliant, quick-drying enamel. 


Great for screen 


heat-resisting, 
NOT an asphaltum black. 
work, con. -up jobs, etc. 12-% pts., 36-% pts., 
24-1 pts., 6-1 qts. and Miniature Range Display: 
retails “29. 50. 


pe Dealer’s net cost, $] 3.50 


No- 
Rub 
Wax 


A child can 
apply it. No 
rubbing! No 
polishing! 


Dries quickly 
with lustrous 
beauty. Beau- 
tifuk Counter 
Display in col- 


pts., retailing 
at $19.20. Deal- 
er’s net cost, 
only 


$11.52 


Eile slight- 
higher west 
he Missts- 








of Tennessee. ) 


Fast Sales, To0, on sheffield Kleen-A- 
Brush, Water- anolied Transfer Sets, Poster and 
Showcard Colors, China and Household Cement, 
Liquid Porcelain, Bronze Powders, and Pure 
Oil Colors. 

Order From Your Jobber—Jobbers, Write for Discounts 


The Sheffield Bronze Powder & Stencil Co. 
5817 Kinsman Road, Sheffield Bldg., Cleveland, O. 
Canadian Factory: 426 Queen St., East—Toronto 
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A REGULAR FEATURE 
OF HARDWARE AGE 





Hlow’s ae Hardware Business? 


Mr. James interprets for 
hardware men, such basic 
factors as, crop outlook, 
freight car loadings, circu- 
lation of money, building 
progress, employment, etc. 
He also deals with specific 
price trends, demand for 
merchandise, shortages 
and future outlook as re- 
flected by his study of the 
national hardware market 
situation, 











Feb, 28, 1933 


USINESS and finance have been 
B weathering another period of 

severe testing during February 
with rather remarkable evidences of 
stamina. It is notable that, under 
these strains, no serious set-back has 
occurred since the opening of the year 
in the rate of business operations, and 
that the latest trend has been toward 
betterment. 

Retail selling was both helped and 
hindered by the blizzard conditions of 
the mid-month. In items, if not in dol- 
lars, sales over the counter have very 
nearly matched those of last February. 
There has been an undoubted tendency 
to await March 4th, but that date is 
at hand, and many political uncer- 
tainties should soon be cleared. 


Price Changes and Other 
Hardware News Notes 


The automobile tire price fight is 
still on—characterized by Harvey S. 
Firestone as “the most vicious price war 
in tire history,” in scoring the special 
brand mail-order tires as having 
brought about these conditions. His 
statement declares that discriminatory 
prices to mail-order houses and special 
distributors have forced the Firestone 
company in many places to finance 
dealers unable to withstand the com- 
petition, and to bring out three addi- 
tional lines of tires to meet this situa- 
tion. 

Announcement was made early in 
February of a reduction in the retail 
price of A.C. regular spark plugs to 
60 cents effective March lst. Dealer 
prices, effective immediately on an- 
nouncement, were single, 45 cents—lots 
of ten, 42 cents—lots of fifty plugs, 40 
cents—with “Long Life” reduced to 75 
cents list. Other leading brands are 
quoted at the same reduced schedule. 


It was rumored that private-brand and 
independent-made plugs had been mak- 
ing serious inroads in the sales of the 
larger companies. This lowering places 
them more in line with the competition. 

Several lines of cotton sash cord and 
cotton twine, as well as some cotton 
ropes, have been reduced an average of 
one cent per pound, offsetting a similar 
rise in quotations last fall. 

Makers of brass bibbs, faucets and 
sink fixtures have marked up quota- 
tions ten to fifteen per cent—more than 
wiping out the decline announced in 
January. The recent reductions on 
plumbing enameled ware have made 
prices the lowest on record. Many hard- 
ware stores are reporting large con- 
sumer interest in today’s bargain values 
in quality bathroom equipment. 

A reduction is announced in the 
prices of dry cells and multiple bat- 
teries, averaging about 20 per cent. The 
expected advance (33 1/3 per cent) in 
price of BX armored cable has been 
definitely confirmed. It seems likely 
that this will soon be followed by an 
advance in non-metallic sheathed cable. 
Electric appliance manufacturers are 
offering several attractive leaders in 
household appliances, priced in some 
cases as much as 25 per cent lower than 
those effective in December. 

Makers of tubular and split steel 
rivets have apparently abandoned their 
price war of last sutnmer and have an- 
nounced a new schedule at an advance 
of about 20 per cent. Most jobbers 
have taken in stocks sufficient to take 
care of spring orders at the old basis. 
Copper rivet manufacturers found that 
they could not maintain the higher 
prices of the past three months, and 
have made reductions, not, however, 
down to the low mark of last summer. 

There has been a pleasing advance 
spring increase in the sale of harness, 
strap work, sweat pads, horse collars 
and accessories. Some manufacturers 
claim an actual shortage is in sight, as 
the increase has been better than 
planned for. 


Wire Cloth and Netting 


Quotations by all manufacturers on 
wire screen cloth and on poultry net- 
ting continue remarkably steady as the 
shipping season approaches. 


Seek Advances In Steel 


Spokesmen of the steel industry are 
emphatic in spreading the news that 
immediate higher prices are the only 
salvation for steel producers. They 
cite the recent drops of two to twelve 
dollars per ton on galvanized sheets 
and on wire products as a “market 
rout” which must be quickly recovered 
—they say—to avoid doubling the 150 
millions loss of this great industry in 
1932, and to save further disastrous 
wage cuts. 

It remains to be seen, however, 
whether the large and needed tonnage 
of staple steel products, even now being 
lost to European producers, can be 
turned into our mills by regulation or 
by -persuasion, for import competition 
was undoubtedly the chief cause for the 
serious domestic price breaks. 

Leading mills have steadied their 
quotations on wire products. Prices 
on wire nails to carload buyers were 
advanced five cents on February 14th, 
to $1.85 base Pittsburgh, or $1.90 base 
Chicago. At the same time, quotations 
for less than carloads were reduced five 
cents. Today’s ruling base to dealers, 
on small lots, in the Chicago district is 
$2.20 on nails, $2.90 on polished fence 
staples, $2.95 on galvanized smooth 
fence wire, and $2.70 per cwt. on gal- 
vanized barbed wire. 

The larger makers are endeavoring 
to end the recent demoralized price 
situation on galvanized and black sheets, 
and several of the lowest concessions 
have already been withdrawn. After 
the expiration of present low first- 
quarter contracts, a recovery is ex- 
pected to at least the closing basis of 
1932. 


Buying Right—Selling Right 


There is much consumer complaint 
these days, especially among women 
shoppers, that the average hardware 
store is too high-priced. Manufacturers 
and wholesalers cite their difficulties in 
“getting across” many of today’s attrac- 
tive resale values because of the fre- 
quent fondness of retailers for old-time 
prices and mark-ups. A jobber relates 
a case in point. He offered, after care- 
ful planning, an unusually favorable 
“deal” of 36 oilstones, cartoned and 
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NAPPANEE 
METAL BACK 
STEP LADDERS 


Coat No Mone ! 










No breakage 
in shipment PAYENT APPLIED FoR \o 
e 


No breakage 
in use 
a 


HE FIRST genuine advancement in 
Step Ladder construction in a generation. 


We pay the freight 


Insist on Metal Back Ladders for your trade. 
If your jobber does not handle them, write 
us for prices. 

A Metal Back Ladder for every need. 


NAPPANEE LBR. & MFG. CO. 


Nappanee, Indiana 
ESTABLISHED 1886 l 
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‘MILLION 


DOLLARS 
A WEEK / 


HAT, Mr. Hardware Dealer, is what 
the American public is spending on 
Jig-Saw Puzzles. 

Hundreds of thousands of men and 
boys are making their own puzzles. 
Factories are working 24 hours a day 
to meet the demand for plywood, pic- 
ture prints, saws, and special glue...all 
hardware items. 


GET YOUR SHARE OF THE PROFITS 


USE THE COUPON! 


eRe, 
The only adhesive espe- 
cially developed for Jig- 
Saw Puzzles is CASCO 
No. 2 White. Complete 
authoritative informa- 
tion is given in the new 
bulletin .. .““GLUING 
JIG-SAW PUZZLES.” 

4 











THE EASY WAY 
- WITH 


CASCo 
GLUE 


t THE CASEIN MFG. CO. OF AMERICA, INC. HA. 8-2-33 
205 East 42nd Street, New York, N. Y. 


Send me complete information on special CASCO 
for gluing Jig-Saw Puzzles. 





en) ne nk elec aaa memnembaene 


| 0 ee See OE Re wea OE Me ee ee 


I STs = 


Ws ly jobber is......--.----------------- ------ ------------ 
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marked to sell for ten cents and at a 
normal margin for the retailer. Deal- 
ers handling and displaying this deal 
properly, to create popular price atmos- 
phere, sold out all or most of their oil- 
stones promptly— many reordered. 
There were cases, however, where deal- 
ers removed the ten cent cartons and 
priced the stones as high as sixty cents 
each. Sales at such a price, of course, 
were a rare occasion—the “margin” 
was beautiful—but for such dealers 
three dozen was invariably “too many,” 
a quarter-dozen was plenty, because 
business was poor, and no buyers com- 
ing in. 

It is an inescapable conclusion that 
when the hardware stores in any com- 
munity are filled with “over-priced” 
merchandise, the consumers in that 
neighborhood know the facts and are 
trading elsewhere. Equally inescapable 
is the point that dealers who do not 
sell right cannot buy right, and must 
therefore lose the very ammunition they 
need to attract trade. 


Gains in South and West 


Business in many districts has re- 
covered from the temporary setback 
brought by the cold wave, and during 
the last week has recorded fair gains. 
Good weather throughout Texas has 
brought some resumption of building 
and highway construction, and _ better- 
ment in retail grade generally. 

Several Atlanta automobile dealers 
have enjoyed larger February sales 
than in any similar period for two 
years. Building material factories in 
that area were operating on better 
schedules, although actual construction 
work declined. Increases in employ- 
ment continue to appear, and bank 
clearings in Atlanta compared favor- 
ably with those of a year ago. 

Richmond reported cotton consump- 
tion in January ten per cent more than 
in January, 1932. Each of the three 
States in the cotton manufacturing dis- 
trict showed an increase. Retail and 
wholesale trade was better than the 
previous week in most southeastern 
cities, but the first half of February 
compared unfavorably with the same 
period in 1932. 


Employment Gains Expected 


Most authorities believe the next im- 
portant trend in unemployment totals 
will be downward. The spring sea- 
sonal rise in outdoor occupations is 
about due, and many industrial shut- 
downs and lay-offs of temporary nature 
are reaching an end. 

That government and financial lead- 
ers still have a firm grip on the finan- 
cial structure was indicated by the 
steps taken to ease the Michigan bank- 
ing situation. 
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While inflated real estate values and 
the inability of numerous owners to 
pay interest and taxes continue as busi- 
ness deterrents, creditors are gradually 
scaling down debts and interest bur- 
dens, and writing off doubtful assets. 
Large and small buinesses, through 
drastic economies and prunings, are 
steadily putting their affairs on a basis 
where a small increase in demand will 
enable them to show profits and to in- 
crease payrolls. 


Some Business Indexes 
Show Improvement 


A rise in the last recorded weekly 
business index was brought about 
chiefly by the gain in car loadings dur- 
ing the February llth week, 3.8 per 
cent above the preceding week, but off 
10.7 from a year ago. The week’s gain 
was ascribed almost entirely to coal, 
coke and ore movements. 

A rally of 1.0 point lifted the Anna- 
list weekly index of wholesale com- 
modity prices to 81.4 on Tuesday, Feb- 
ruary 7th, from the post-war low of 
80.3 the week previous. 

Wholesale food prices were virtually 
stationary during the week ending Feb- 
ruary 14th. Except for a temporary 
dip two weeks ago, the Bradstreet index 
was held level for four weeks. Only two 
prices changes of any importance took 
place—butter was up moderately, but 
was nearly balanced by a drop in the 
price of eggs. Among 87 commodities 
of all kinds reported each week to Brad- 
street, six advanced, 17 declined and 64 
remained unchanged. 

Bank clearings for the week ending 
February 15th are in decided contrast 
to the showing made in the preceding 
week. Total clearings at 47 leading 
cities, as reported to Bradstreet, 
amounted to 24.7 per cent below the 
corresponding 1932 week. For the 
previous week a gain of 1.8 per cent 
had been reported. 


Failures Fewer in Number 


Commercial failures made a pleasing 
decline during the week ending Feb- 
ruary 9th. The total number reported 
to Bradstreet’s Weekly was 509—or 58 
less than in the week before. As a 
result the weekly failures index, com- 
piled by Bradstreet, fell sharply from 
120.6 to 110.8 per cent of the 1928-30 
average. 

The banking difficulties at Detroit, 
following upon labor troubles, reduced 
automobile production, which was rather 
unfortunate considering the improve- 
ment recently made in sales. On the 
other hand, building contract awards 
drew within 1.7 per cent of the Janu- 
ary, 1932 figures on a daily average 
basis. They were somewhat higher than 
in December. 


February Construction 
Awards In Thirty-Seven 
States 


Construction contracts awarded dur- 
ing the period from February 1 through 
February 15, 1933 in the 37 states east 
of the Rocky Mountains totaled $32,- 
209,600, according to F. W. Dodge Cor- 
poration. 

January contracts for all classes of 
construction awarded in the 37 Eastern 
States totaled $83,356,000. This is in 
contrast with $81,219,300 for December, 
1932, and $84,798,400 for January a year 
ago. Gains over December were shown 
in non-residential building and public 
utilities of sufficient size to more than 
counteract declines in residential build- 
ing and public works. 





Figures Show Best Selling 
Incandescent Lamp Sizes 


Figures showing the relative demand 
for the principal sizes of incandescent 
lamps during 1931 were recently com- 
piled by the Lamp Committee, National 
Electric Light Assn. The figures indicate 
that five sizes of lamps (25 w., 50 w., 
60 w., 100 w., and 200 w.) accounted for 
approximately two-thirds of the lamps 
sold-in the year named. The best sell- 
ing sizes in the order of their relative 
importance were: 25 w., 60 w., 40 w., 
50 w., 100 w., 15 w., 10 w., 200 w., 75 w.. 
150 w., 30 w., 250 w., and 300—1000 w. 





The H. C. Cook Co. Lowers 
Nail Clipper Prices 


The H. C. Cook Co., Ansonia, Conn., 
have announced reduced prices on the 
Gem and Gem Jr., line of finger nail 
clippers. The Gem will now retail at 
35c. and the Gem Jr., at 25c. Lower 
labor and material costs are said to 
have made the lowered prices possible. 





Plymouth Cordage Co. 
Reduces Tying Twine and 
Lathyarit Prices 

The Plymouth Cordage Co., North 
Plymouth, Mass., on Feb. 9th, an- 
nounced a reduction of 1144c. per pound 
on all tying twine and lathyarn prices 
excepting the Plymouth manila grades. 





The Moore Corporation 
Announces New Low Prices 


The Moore Corp., Joilet, Ill., has an- 
nounced new low prices on Moore’s 
Self-Cooker and Moore’s Feature coal 
and wood ranges. The new prices, 
which were established for the spring 
trade, are intended to enable dealers 
to meet price competition on inexpen- 
sive ranges, according to Lewis Moore, 
Jr., vice-president of the corporation. 
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Ps MLW PRINCIPLE ~~ 
“¥ HAMILTON BEACH @ 
FOOD MIXER ATTACHMENTS © 





SLICER & SHREDDER 


Refusing to rush into the market with untried, make-shift attach- 
ments, Hamilton Beach now announces four new attachments 
built upon an entirely new principle. 


The power unit is not connected to the mixer. The housewife 
simply lifts the motor from the mixer to the attachment — the 
convenient and logical method. 

POTATO PEELER— Something radically new—something that has never 
before been developed for home use. It removes the skins by the abrasion 


method used successfully for years in restaurants and hotels. Eight or ten 
average size potatoes are peeled in about two minutes. 


COFFEE GRINDER— Adjustable from coarse to finest grind for ‘‘vacuum” 
and “drip” coffee makers. Most grocery stores cannot grind fine enough. 
Thousands of homes, including all using ‘“‘vacuum”’ coffee makers are pros- 
pects for this coffee grinder attachment. 


MEAT GRINDER AND CHOPPER — Latest type inside cutter grinds meat 
without crushing it. Coarse plate provided for chopping fruit and vege- 
tables. Used with power unit. 


SLICER AND SHREDDER— Revolving cone with six knives quickly slices 
vegetables. Slicer cone is easily replaced with Shredder cone. Used with 
same power unit as Meat Grinder. 


POWER UNIT—WORM GEAR drive and ball bearing construction. “Built 
like a truck drive’’— it furnishes an abundance of steady, quiet power. For 
use with Meat Grinder and Slicer-Shredder attachments. Not included in 
the price of these attachments. Sold separately $3.25.*% 

Here are four new attachments built on an exclusive principle 
that will prove a new stimulus to food mixer sales. Carried in 
stock by all leading wholesalers, Hamilton Beach Manufacturing 
Company, Racine, Wisconsin. 


SEN Hamilton Beach Model B Food Mixer with Juice 
Ci) Se Extractor and two Bowls $19.25. 
<> * Western prices slightly higher 
HAMILTON BEACH 
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Drerz INS 
~ always salable 
_ always profitable 


More stable in value 
than stocks and bonds 


IETZ Lanterns owe their present 





dominant popularity and sale to 
the REAL VALUE—FAIR PRICE basis on 
which they have been sold by dealers during 
good times and bad since they were invented, 
following the Civil War. 


That it is “profitable” to sell “quality” has been 
TIME TESTED in Dietz Lanterns. Nothing 
inferior about Dietz Lanterns. When you make 
a sale it satisfies. Inventory your stock of Dietz 
Lanterns—and you KNOW what they are worth 
—that they’ll SELL quickly and profitably. 


Gp 


ee QR AT & & - 
NEW YORK 


Makers of Lanterns for the World — Founded 

1840. Output Distributed Through the Jobbing 

Trade Only. We Do Not Sell Mail Order Houses 
and Chain Stores. 
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ONLY WOMAN RESIDENT SELLS HARDWARE 
IN AUSTRALIA’S HOLE-IN-THE-GROUND TOWN 


Coober Pedy, South Australia, 
an opal mining town in Stuart’s 
Range, is probably the most 
unique town in the world. Only 
the combined hardware and gen- 
eral store quarters are above 
ground, all other business places 
as well as homes being in the 
form of dugouts and caves. Even 
more unusual, in the eyes of the 
hardware man, is the fact that : — 
the only woman, who regularly | “™ ee be 
resides there, is in charge of the 
hardware store. 

To the native Australian 
“Coober Pedy” means “hole in 
the ground.” The town is just 
that. 





The hardware store at Coober 
Pedy, Australia, and its woman 
proprietor. 





The young woman’s pluck is 
particularly outstanding when it | 











Entrance to the town of Coober Pedy, S. Australia, where opals 
are mined. High cost of building and transportation makes } 
underground homes necessary for miners. 
| is considered that the only real 
traces of civilization in the town 


Although there are more than 
150 men of all races, creeds and 


kinds the young dark haired | are the post office, bank and hos- 
woman from London, England, is | pital. There are no movies nor 
treated at all times with the | churches in that outpost of civil- 


ization. Coober Pedy is two hun- 
dred miles from the nearest rail- 
road station and it has neither 
telephone nor telegraphic commu- 
nication with any part of the | 
outside world. 

In spite of the primitive types 
of dwellings the miners have 
their dugouts and caves rather 
comfortably furnished, even 
though they depend for ventila- 


greatest of respect and chivalry. 
She is engaged to one of the 
young miners. In effect she is 
“Queen” of Coober Pedy and has 
been since her arriva] four years 
ago when she joined her brother, 
who formerly managed the store, 
but now spends most of his time 
as an opal miner. When busi- 
ness at the store is quiet she | 
takes her place as a miner. 





| tion upon large pipes through 


the roofs of their homes. A 
water supply is assured by use 
of a 500,000 gallon concrete tank. 
Cricket and similar games are 
about the only form of amuse- 
ment for the inhabitants. 

In spite of the peculiar condi- 
tions under which they live the 
miners seem comfortable and con- 
tented. Some of them vary their 
lives by leaving Coober Pedy for 
a few of the hottest months of 
the summer. 

The opal fields were discovered 
in 1915 and only the lack of a 
permanent water supply has re- 
stricted their output. Under- 
ground homes are used because 
building materials are costly, ow- 
ing to transportation difficulties. 

Usually the opals are found 
about eighteen or twenty feet 
below the surface. The opal is 
first taken from the rock or sand- 
stone with picks, after which it 
is conveyed to the lapidary, who 
grinds off the rock or sandstone, 





cuts the stone and polishes it. 





Hardware items easily provide 


A SIMPLE STUNT 
THAT ATTRACTS THEM 





Wisconsin Store Constructs 
Locomotive With Store Items 





Occasionally a “stunt” window 
for the hardware store serves a 
good purpose by attracting people 
to it, and causing them to tell 
others about it. It all means 
more advertising for the hard- 
ware merchant and costs very 
little. 

Such a window is that shown 
below. It was used by Gordon 
Brothers Hardware, of Beloit, 
Wisconsin. It is easy to note the 
different items utilized are taken 
from the regular hardware stock 
and it is also easy to copy the 
idea as a bit of interest for the 
customers. 

“Stunt” windows like this can 
frequently be mentioned in the 
local press and thereby reach a 
wider field than the limited but 
valuable word of mouth advertis- 
ing. 


for “properties” for this “choo 


choo” and much amusement for onlookers. 








Lighting, 


Ine., Chicago. 


Photos 
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courtesy Curtis 


BAD LIGHTING AND GOOD 


——_—_—_, 


Merchandise Gets a Selling 
Chance With These Reflectors 


elo 

Bad light in a show window 
actually draws attention to itself 
and not to the merchandise. 
These comparative photos dem- 
onstrate how proper lighting 
brings merchandise out of ob- 
scurity and gives it a sales ap- 
peal. This result was obtained 
with a new type reflector appli- 
ance using three 100-watt lamps. 
It is easily installed and plugged 
in to the lighting circuit. 
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Screen and Storm Door Hardware 















No. 1730 
THE GRIFFIN WROUGHT STEEL 
PERFECTION SCREEN and — 
DOOR SET 





No. 730 Loose Pin 
Hinge with Button 
Tip is full surface. 
Length of joint 

3 inches. 


Various Means of Application 


of No. 730 Hinge 
cutcheon with posi- 


tive locking device. 
This latch is revers- 
When Door ible. 
is Thinner 
Than Jamb 
When Door 
is Thicker 
Than Jamb 


Half Surface 





Improved design No. 
830 Handle and Es- 


No. 3 Coil Wire Spring and Hooks 


Home owners readily ap- 
preciate the advantages 
of GRIFFIN Wrought 
Steel Perfection Screen 
and Storm Door Sets No. 
1730. The loose pin, but- 
ton tip, full surface hinge 
can be applied various ways to 
the advantage of position per- 
mitting quick and easy re- 
moval of the door. The 
GRIFFIN latch is reversible, “‘patented”’”—a 
positive locking device applied to the surface of 
the door, no mortising. The graceful design, 
in attractive finishes, offers pleasing appear- 
& ance and lasting surface. 





Descriptive Folder Sent on Request 


RIFFIN 


GRIF Company 


ERIE, PENNSYLVANIA 





Branch Offices and Warehouses: 
NEW YORK: 45 Warren St. BOSTON: 113 Purchase St. 
CHICAGO : 162 N. Clinton St. SAN FRANCISCO: 703 Market St. 
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96 Per Month 


AVERAGE DEALER 
NET PROFIT 


from DREADNAUGHT 
RENTAL SERVICE 


An unbiased survey completed in December, 
1932, showed conclusively that the profitable 
market for this Dreadnaught Rental Service far 
exceeds the average dealer’s most optimistic 
estimates. Without juggling figures in any 
way, the survey proves that average dealer net 
profits last year on Dreadnaught Sander Rentals 
were $48.96 per month. (All dealers.) 


Think of it—every month you are without this 
profitable Dreadnaught Rental Service, you are 
missing an extra average profit of $48.96. And 
the best season is just ahead. 

Mail the coupon — at once. Let us 
prove that you, too, can make these 
profits immediately. The Dread- 
naught 6 Rental Service Plan pro- 
vides you with everything necessary 
to get the business. Get complete 
details on the one portable, dust- 
less and trouble-free floor sander 
really suitable for rental pur- 
poses. 


























CtheNew” 
"DREADNAUGHT6 


PORTABLE DUSTLESS SANDER 


The Result of 16 Years of 
Acknowledged Leadership 











MAIL THIS 
ao)ti te). 


NOW! 


CLARKE SANDING MACHINE Co., 
Dept. H-22, Muskegon, Michigan. 


Send complete information on your new Dreadnaught 6 Dustless 
Sander and rental service plan, 






Name .. ctl te 5 cad mehr cb Saiwinaie Te ee 


Address 
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A New Item 
To Sell Profitably 


at 25c 


You have long been wanting an efficient, sturdy 
rotor Lawn Sprinkler to retail at a popular price. 
Here it is with a bang! The NILES “Whirlo” offers 
tremendous sales volume and quick, substantial 
profits. A powerful special for Spring displays at 
this startling 25c. retail price. 


THROWS A 30 FOOT SPRAY 


The “Whirlo" will throw a spray over a diameter 
of 30 feet. Strongly constructed, will not clog. 
Spray can be varied at will by simply adjusting 
angle of the blades of rotor. Beautifully finished 
in dark green. Rotor is heavily tinned to prevent 
rusting, and runs on a bronze bearing. Equipped 
with rubber gasket and packed in individual 
cartons. 


Niles Concealed Garbage Can 


You Can Challenge Price Competition 
with This Amazing New Item 






Quantity production en- 
ables us to offer this con- 
venient, sanitary NILES 
Concealed Garbage Can 
so that it can be fea- 
tured as a sensational 
special. Sturdily built to 
give long years of serv- 
ice. Inner removable 
pail has substantial 
handle and is heavily 
galvanized. Pressed steel 
top opens instantly with 
foot lever. Offered in 
the size found to meet 
requirements of average 
family; each unit packed 
in strong shipping car- 
tons. 

Write today for complete 
details and prices regard- 
ing both of these real vol. 
ume and profit producers. 


The Niles Steel Products Co. 
NILES Manufacturers OHIO 




















Convention Calendar 





Week of March 12, 1933 


SouTHERN CAuirorniA Retait HARDWARE ASSOCIATION AND 
Exuisition, Hotel Alexandria, Los Angeles, Cal., March 15, 
16, 1933. J. V. Guilfoyle, secretary-treasurer, 230 Chamber of 
Commerce Bldg., Los Angeles, Cal. 


Week of April 2, 1933 


Sixty-sixth Semi-annual Convention of the American Hard- 
ware Manufacturers Association, and the Forty-third Annual 
Convention of the Southern Hardware Jobbers Association. 
Joint Meeting. Memphis, Tenn. Headquarters: Hotel Pea- 
body. April 3, 4, 5, and 6, 1933. Secretary, Manufacturers 
Assn., Chas. F. Rockwell, 342 Madison Ave., New York City. 
Secretary Jobbers Assn., T. W. McAllister, Grant Bldg., 
Atlanta, Ga. 


Week of April 16, 1933 


PANHANDLE HARDWARE AND IMPLEMENT ASSOCIATION CoN- 
VENTION, Hotel Amarillo, Amarillo, Texas, April 17, 18, 19, 
1933. C. L. Thompson, secretary-treasurer, Canyon, Texas. 


Weeks of May 1 and 8, 1933 


Toy MANUFACTURERS OF THE U. S. A. INc., Cu1caco, Toy 
Fair, Stevens Hotel, May 1 to 13 inclusive. James L. Fri, 
managing director, 200 Fifth Ave., New York, N. Y. 


Week of May 7, 1933 


TriPpLE CONVENTION—Southern Supply and Machinery Dis- 
tributors’ Association; American Supply and Machinery Man- 
ufacturers’ Association, and National Supply and Machinery 
Distributors’ Association. Brown Hotel, Louisville, Ky., May 
9, 10, 11, 1933. Southern Association Secretary: Alvin M. 
Smith, care Smith-Courtney Co., Richmond, Va. American 
Association Secretary: R. Kennedy Hanson, 2010 Clark Bldg., 
Pittsburgh, Pa. National Association Secretary: George A. 
Fernley, 505 Arch St., Philadelphia, Pa. 


Week of June 4, 1933 


SouTHEASTERN RETAIL HARDWARE AND IMPLEMENT ASSOCIA- 
TIon, Convention and Exhibit, composed of Alabama, Florida, 
Georgia, and Tennessee. Atlanta, Ga. Ansley Hotel, June 
6, 7, and 8, 1933. Walter Harlan, secretary, 1450 Piedmont 
Ave., N.E., Atlanta, Ga. 

Tue Harpware ASSOCIATION OF THE CAROLINAS CONVEN- 
tion, Hotel Goldsboro, Goldsboro, N. C. June 6, 7, and 8, 


~ 1933. Arthur R. Craig, secretary-treasurer, 803-5 Commercial 


Bank Bldg., Charlotte, N. C. 


Week of June 11, 1933 


American Or Burner AssociATION 10TH ANNUAL SHOW 
AND CoNnvENTION, Hotel Stevens, Chicago, Ill. June 12, 13, 
14, 15, 16, 1933. Secretary’s office, 342 Madison Ave., New 
York, N. Y. 

LourstaNnA Retait HARDWARE AND IMPLEMENT ASSOCIATION 
Convention, Francis Hotel, Monroe, La., June 12, 13 and 14, 
1933. J. C. Ritchie, secretary, Box 532, Ruston, La. 

Mississipp! Retar. HARDWARE AND IMPLEMENT ASSOCIA- 
TION, 27th Convention, Robert E. Lee Hotel, Jackson, Miss., 
June 12, 13.and 14, 1933. Guy Nason, secretary-treasurer, 
Starkville, Miss. 
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Never-Stain 


No. 195 Mirror-Finish Stainless Steel Paring Knife Display 


Establishes Entirely New Values for the Retail Merchant 





& xsi PARING ky - Consists of 


- 12—1l0c knives. Two shapes 
S SPASa ees BTEEL Veg of blades, mirror-finish, 
SPECIAL | imprinted “Stainless,” full 
Every Blade 10¢e ’ 19¢ ' tang Cocobolo handles, 
‘n Full ‘ three brass pins. 
in fu 
" ay ee 12—19c knives. Two shapes 
Mirror-Finish of blades, mirror-finish, 
z ‘ swaged and etched. As 
Quality Knives sorted green, canary, onyx 
tN and ivory Catalin handles. 
a ew 
‘ 12—25c knives. Two shapes 
Prices of blades, mirror-finish, 
swaged and etched. Shaped 
one-piece Cocobolo handles, 
- two brass rivets, sanitary 





run-metal bolsters. 


Order Thru Your Jobber 


THE ONTARIO KNIFE CO. 


Franklinville, New York 



































This case 
FREE 

with’ your 
initial order 























Gets instant 
attention 

to this 
profitable line 














It’s timely right now. The durable quality of 
our Half Soles, Top Lifts and Oak Strips and 
the very LOW PRICES talk ECONOMY to 
every customer. Seeing is buying at these 
chain store prices. 

Display case contains: 1 doz. 25¢ sellers, 1 doz. 
20¢ sellers, 2 doz. 15¢ sellers, 3 doz. 10¢ sellers. 
Also 15 lbs. of Assorted Thickness Durable 
Oak Sole Shoulder Strips 644 and 814 inches 
wide. (Cost you 32¢ per lb. Suggested Retail 
Price 65¢ per lb.) 


COULSON HEEL CoO. 


THIS DISPLAY CASE SELLS HALF-SOLES RAPIDLY 


This balanced assortment of the proven best 
sellers costs you only $15.00. No charge is 
made for the attractive display case. You sell 
the contents for $22.50. This gives you a mar- 
gin of $7.50 on a $15.00 investment. Fill-ins can 
be ordered from your Jobber whenever needed. 
Order now and display this Coulson Assort- 
ment while customers are planning to save 
money on shoe leather for Spring. Order from 
this advertisement and mention your Jobber’s 
name. 


Hanover, Pa. 
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What's New 


for Retail 
Hardware Stores 


Dutch Boy Colors in Oil 


Consistency of which is a “short,” but- 
tery paste, which requires no thinning. 
May be added to paint just as it comes 
in containers. Especially suited for tint- 


J 





ing white-lead paint. Line includes all 
colors regularly used by painters. In 


gallon, quart and half pint friction-top - 


cans; also in tubes. National Lead Co., 


111 Broadway, New York City. 


Lockwood Hardware Mfg. Co. 
Issues Catalog No. 20 


Illustrates and describes Lockwood 
builders’ hardware lines. In attractive 
stiff cover. Contains 278 pages of informa- 
tion terms, design index, general index, 
numerical index and data as to finishes as 
well as a table of comparative finishes. 
Mounted samples are illustrated in the 
catalog. Lockwood Hardware Mfg. Co., 
Fitchburg, Mass. 


Master “Little Giant” 
Laminated Padlock 


Having a list price of 75c. is a pin 
tumbler padlock with full size brass 
cylinder and operating cam, heavy brass 
locking lever, steel pilfering protector, re- 
inforced tapered hardened steel shackle 
1%-in. diameter with 11/16 vertical clear- 
ance, two nickel silver embossed keys, and 
practically unlimited key changes. Also 
available with an all brass laminated case 
with reinforced hardened steel shackle but 
is supplied with a brass shackle at no 
extra charge. Illustration shows display 
carton holding six “Little Giants,” three 
in a row, with the back row elevated an 
inch above the front row. Front of carton 
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New and Improved Merchandise— 
Display Helps—Sales Liter ature— 
Window Trims— New Packages 
—New Colors—New Deals— 


PN 5 shares kes 

















is split in middle to form two wings, which 
when unfolded give effect of a large dis- 
play without consuming much additional 
counter space. Individual boxes for each 
lock are attractively printed in four colors. 
Each box shows key-way view of the pad- 
lock emphasizing brass-cylinder, _ pin- 
tumbler feature. Master Lock Co., Mil- 
waukee, Wis. 


Westinghouse Offers 
Basket for Displaying Lamps 


Lithographed basket designed to hold a 
quantity of Mazda lamps without wrap- 
pers, to remind customer to take home a 
supply of lamps. For use near cash 
register or other points of advantage. 
Westinghouse monogram on _ sides of 
basket. Sign for use with basket reads, 
“Don’t forget Westinghouse Mazda Lamps.” 
Westinghouse Lamp Co., 150 Broadway, 
New York City. 








DeVilbiss Pro-Tek 


Is a white cream which, when rubbed 
into the hands forms a protective film said 
to prevent dirt and liquid from entering 
the pores or adhering to the skin. Said 
to protect against oil, varnish, paint, grease, 





acids, metallic dust, printers ink, etc. A 
can of Pro-Tek contains from 80 to 100 
protective applications. May be used on 
face as well as on hands. Easily removed 
with warm running water. Suggested re- 
tail selling price 50c. a can. The DeVilbiss 
Co., Toledo, Ohio. 

“Ware Brothers Junior” 
Roller Skate No. 125 


To meet the demand for low priced 
skates. Of heavy steel, rigid and strong 
construction. Offered in one universal 
model for boys or girls, yet small enough 
for the Juvenile sizes. Has powerful in- 
terlocking corrugated channel arch rein- 
forcing foot plates and preventing weaving 
or bending of skate. Oscillating trucks 


x ee ee 
eet 
ae il 


mounted on high-grade cold rolled steel. 
Each pair wrapped in green paper with 
red and white label, packed twelve pair 
to shipping carton, weighing 42 lbs. Each 


wheel bears maker's name. Chicago 
Roller Skate Co., 4406 W. Lake St., 
Chicago, IIl. 
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FORSTNER 


Labor Saving 


AUGER BIT 


Bores Any Arc 


of a Circle Many 


New Uses 


The Forstner Auger Bit, un- 

like other bits, is guided by its 

circular rim instead of its center, 

consequently it will bore any arc of 

a circle, and can be guided in any 

direction regardless of grain or knots, 

leaving a true polished surface. Takes 

the place of a chisel, gouge, scroll-saw, or 

lathe tool combined. For core boxes, fine 

and delicate patterns, veneers, screen work, 

scalloping, fancy scroll twist columns, newels, 
ribbon mo ding and mortising. 


Send for Catalogue. 


The PROGRESSIVE MFG. CO. 


TORRINGTON, CONN. 


ALLIGATOR 


TRADE MARK REG. U.S. PAT. OFFICE 


STEEL BELT LACING 


—— a thousand belts per hour are laced 
with Alligator Steel Belt Lacing, day in day 
out, year in year out. Easy, rapid application with 
a hammer as the only tool; the hammer-clinched, 
vise-like grip on the belt ends, preventing friction 
of the plies; the patented, sectional, steel rocker 
pin which absorbs friction in the hinged joint; 
the great surplus of strength and long service— 
only Alligator Steel Belt Lacing combines these 
features which make it the choice of millions of 
belt users. Smooth on both sides. Easily separable. 
Reliable both on light and heavy 
duty drives. Eleven sizes. Made also 
in Monel Metal 
Order through your jobber. 
FLEXIBLE 
STEEL LACING CO. 
4616 Lexington Street, Ging 


In England at 135 Finsbury Pavement, Londo 


MARCH 2, 1933 





























No. 5% Ci 


Assortment 
1 Pair 
Each 

of 
Nos. 
2, 3 
& 4 
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The Best Sellers 
On CARDS..... 


For 25 years Star Heel Plates have outsold 
all others. Now the best selling sizes are 
obtainable on CARDS in a “Special Assort- 
ment” known as No. 544. Each card holds 
1 pair each of Nos. 2,3 and 4. 1 doz. cards 
to the bundle. If you want to see heel 
plates MOVE—try a bundle. Sold by Lead- 
ing Jobbers. Send for Samples and Prices. 


STAR HEEL PLATE CO. 
357-391 Wilson Ave. Newark, N. J. 


































Variety and 
Department 
Store has been 
waiting for this 
peucil to mark 

Cellophane packages 


Customers 77¢€ed7 
this CELLOPHANE 
sce Pencil 


Ostack Oren CUsiwe Ocreen 




















Name 
Address 
ie ity State 
PENCIL 
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Stanley No. 262 Parliament 
Lock Hinge Set 


For casement windows opening in. Set 
provides necessary hinges for a single in- 
swing casement, plus the added advantage 
of a positive locking device to hold case- 
ment locked open at any desired angle. 
Slight turn of thumbnut locks window in 
any position. List prices per dozen sets 
with screws: group 1, $7.55; group 2, 
$7.85; group 3, $7.90, and group 4, $8.25. 
No. K262, list price, per dozen sets with 
screws: group 1, $14.15; group 2, $14.45; 
group 3, $14.50, and group 4, $14.85. The 
Stanley Works, New Britain, Conn. 


U. S. Radio Gloritone 
Model Radio Receivers 

No. 24, four tube superheterodyne, em- 
ploys triple grid tubes. Compact chassis 
in attractive Gothic design cabinet with 
neat grill, fluted side pilaster effects. Front 
overlaid with center-matched, half-round 
walnut. T[lluminated dial calibrated in 
kilocycles. Electro dynamic speaker. Cab- 








inet measures: 14% in. by 11% in. by 
6% in. List, $17.95, including tubes and 
tax paid. Model 69, 9 tube superhetero- 
dyne battery receivers uses two volt tubes, 
class B amplification, automatic volume 
control, tone control, permanent magnet 
dynamic speaker, full size, six leg console 
cabinet. Measures: 41% in. by 26% in. 
by 14 in. List, $69.50, includes tubes, tax 
paid, less batteries. United States Radio 
& Television Corp., 3301 S. Adams St., 
Marion, Ind. 


Moore Push-Pins Now 
Offered in Aluminum 


For use where glass headed Push-Pins 
cannot be generally used. Moore Alum- 
inum Push-Pins may be driven into a wall 
or woodwork with a hammer without de- 
stroying the head. Supplied in green col- 
ored window-front packets of six. Sug- 
gested retail selling price 10c. Attractive 
counter displays hold one dozen packets. 
The Moore Push-Pin Co., Philadelphia, Pa. 
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Kingston DeLuxe Skates 


Are equipped with Rexite wheels, of a 
new long-wearing metal developed by the 
manufacturer. Wheels are of attractive 
appearance and are guaranteed for one 
year from date of purchase. Skates fin- 
ished in Silverbrite luster finish, nickel 
plated and hand buffed. Collapse to juve- 





nile size, yet extend to 10% in. size for adult 
use, making necessary the stocking of but 
one model. Genuine leather strap, sheep- 
skin ankle pads, angle sole and heel. Large, 
heavy clock-type key. Skates boxed in 
attractive two color display carton. Toy 
Division, Kingston Products Corp., Kokomo, 
Ind. 





“Treasure Box’? Contains 
Gardening Information 


Telling what to plant, when to plant 
it and how te plant it. Information con- 
tained on 3- by 5-in. index cards with 
simple directions. Includes common names, 
botanical names, color, height and time of 
bloom. Tells: how to deal with plant 
pests; how to care for lawn; how to prune 





plants and get interesting color combina- 
tions. The Garden Treasure Box which 
is attractively colored,/is made to retail 
for 25c, when bought with Vigoro. Sold 
to dealer slightly below actual production 
cost. Promotional six color folders for 
mailing, provided at cost. Swift & Co., 
Vigoro Sales Department, Union Stock 
Yards, Chicago, III. 








P. & F. Corbin Thermometers 


Are of attractive appearance, measuring 
about four by one and one-half inches. The 
maker states that they are accurate to a 
degree. Designs 1 and 2, furnished in two 
finishes: burnished, antique silver and 
statuary bronze. Design 3 is finished in 
rose gold and antique effect silver plate. 
Assortment 300 consists of one dozen de- 
signs 1 and 2 in the two finishes. Assort- 
ment 200 contains one dozen of design 3 
in two finishes. Thermometers individually 
packed in attractive padded boxes. Assort- 
ments cartoned in attractive counter dis- 
plays. P. & F. Corbin Division, New Britain, 
Conn. 





Gibson Gripper Clips 
For Holding Brooms 


Has jaws which expand to fit handles of 
brooms, mops, dust pans, dust brushes, 
umbrellas, canes, tools, golf clubs, shaving 
brushes, etc. Suggested retail selling 
price 10c each. Each side has double 
springs. Hole in back of clip permits 





platy rear 


BROOMS TOOLS MOPS 


fastening to wall, woodwork, etc. Order 
for a three-dozen unit costs dealer $2.25. 
An attractive easel back display card, 
holding one dozen of the clamps shows 
how the clip is used. Individual slots for 
each clamp, with fastening device, which 
permits their release, from the rear only. 
Gibson Good Tools, 168 Dartmouth St., 
Boston, Mass. 








Irwin Bluwin Bit 


Of special analysis steel, specially heat 
treated is finished in Royal blue. The 
maker states that it has a cutting head 
of such design and is so heat-treated that 
it will accurately go through the toughest 
wood. To each Bluwin bit is attached a 
tag with its name. To customers sending 
in the tag the company will forward free 


of cost plans for building the Bob Becker 
Wren and Martin house. An advertising 
campaign in consumer papers is being used 
to promote this bit. An attractive display 
card, printed in colors and showing the bit 
and bird house on which plans are avail- 
able, is offered dealers with their first order 
of the Irwin Bluwin. Card stands 18 inches 
high. The Irwin Auger Bit Co., Wilming- 
ton, Ohio. 
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NITRO POWDER 
HOPPE’S SOLVENT 
sales. Ask your jobber. 


2314-H N. EIGHTH STREET 


Hunters and Fishermen in the United States annually ‘ 
spend nearly $10,000,000 for their State Licenses alone. 


These several million men and women, in addition to 
purchasing hunting and fishing supplies, are users of 


No 4 to clean their guns Ate = 4 
= and prevent rust, and aa es 


HOPE'S LUBRICATING OIL, ‘i,t "=" 


Wherever shown, our small counter displays constantly make repeat 


tra Profits for Hardware Dealers 


Write today for a supply of our Gun Cleaning Guides, and our new descriptive 
circulars, imprinted with your name. They will bring many customers to you. 


FRANK A. HOPPE, Inc. 





PHILADELPHIA, PA. 
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Wire Screen Cloth 
Known for 60 Years 


Cortland Screen Cloth is easy to sell, having 
maintained its high quality for 60 years. 
The Cortland line includes grades to meet 
all requirements. From raw materials to 
finished product each roll is made entirely 
at the Wickwire mills at Cortland where 
painstaking care insures each grade being 
uniform at all times. 


Stock these Popular Selling 
CORTLAND BRANDS 


Cortland Gray-Wick, Cortland Premier, Cortland Bronze, 
Cortland Black and Cortland Copper—each is the best 
of its kind. All brands are made from Copper Bearing 
Open Hearth Steel. 


Also Cortland Poultry Fence 


Made in two types—Net-Wick, a Straight 
Line Netting, and Hen-Chick, a combina- 
tion mesh Poultry Fence. Hexagon Netting 
the standard for years. Ask your Jobber. 


Weer 


















CORTLAND, N. Y. 





SHARPEN 
LAWNMOWERS 
AND EARN 
GOOD MONEY 









How about a little EXTRA PROFIT? 


Practically every one who comes into your store has 
a lawnmower that needs sharpening. A sign promi- 
nently displayed in your store will cause many of 
your customers to bring in their dull lawnmowers 
and leave them to be sharpened. The Ideal Sharpener 
grinds the blades to the proper bevel and makes old 
mowers cut like new and stay sharp longer. A boy 
can operate it. You can make the lawnmower sharp- 
ening end of your business a most profitable one if 
you'll install an Ideal. It’s an easy way to make 
extra profits. Write for our new low prices and 
complete information. 


THE FATE-ROOT-HEATH CO. 
701 Bell St., Plymouth, Ohio 





McKINNEY Carded Hardware 


Displayed on open tables, McKinney Carded Hardware commands instant atten- 
tion and sells itself. 
The McKinney line comprises 32 quick-selling items mounted on attractive 
cards, complete with screws, to re- 








. . e 
10ces 














ft 


















tail at 5 and 10 cents per card. 


All items are finished in either 
Dull Brass or Cadmium to meet 
the popular demand. 


Packed 1 doz. of each of the 32 items in a box—12 boxes in a carton. Every item 
a fast-moving staple. Popular assortment packing in Lot A and Lot B. Send 


for Folder and Discounts. 


McKINNEY MFG. CO., N. S. PITTSBURGH, PA. 
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Niles ““Whirlo” Moving 
Lawn Sprinkler 


This sprinkler, listing at 25c., will throw 
a spray over a diameter of thirty feet says 
the maker. Strongly constructed and at- 
tractively finished, with simple construction 
features. Rotor at top is heavily tinned to 
prevent rusting and runs on a bronze bear- 
ing. Spray may be varied at will by ad- 
justing angle of blades of the rotor. Each 
sprinkler has a rubber gasket ready for 
use. Individually packed in attractively 
labeled carton. The Niles Steel Products 
Co., Niles, Ohio. 


I-Cerver Cube Wdkder 


Will hold eighteen average size ice cubes. 
Has double trays with air space between 
them, which prevents condensation on the 
lower tray, thereby preventing dripping or 
water marks. Bottom tray is removable for 
cleaning. Attractively finished in nickel 
silver. Equipped with silver plated ice 





tongs, for which there is a support on one 
side. Cube trays are at an angle. I-Cerver 
has a convenient handle for lifting and 
passing. Suggested retail selling price, 
$7.50. Dealer discount 40 per cent. Ice 
Server Co., 225 Palisade Ave., Bronx, New 
York City. 


Improved Eveready Air 
Cell “A” Battery 


Unlike the original Air Cell, is pre- 
pared for service by a single filling of 
water. Battery retains all of the char- 
acteristics of the original model, says the 
maker. The improvement necessitating 
one filling inst-ad of two is made possible 
by placing a reservoir over each of the 
two cells, large enough to hold the extra 
water needed to compensate for the set- 
tling which takes place as the solid chem- 
icals dissolve. The maker states that the 
improvement insures the battery’s going 
into service with solution at correct level. 
Filler holes located near the front edge 
instead of in the center, as formerly, mak- 
ing them easily accessible for monthly in- 
spection of solution level and for periodic 
addition of water without removing battery 
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from the receiver. Uses a liquid electro- 
lyte, manufactured and shipped dry, chem- 
icals dissolving readily in water to form 
correct solution. Battery hermetically 
sealed, when manufactured, by thin knock- 
out membranes under filler holes and by 
sheets of cellophane over tops of “breath- 
ing” carbon electrodes. National Carbon 
Co., Inc., 30 E. 42nd St., New York City. 


Barrett “Cardinal” 
Barrel Pump 


Handles kerosene, range oil, alcohol, 
gasoline, naphtha, thinner and paint. For 
the home, farm, service station, etc. Flex- 
ible tubing spout permits filling containers 
of various sizes and kinds. Pump con- 





structed of special alloy metal, which is 
non-rusting and non-corroding, says the 
maker. Suction pipe of flexible tubing 
(rigid steel pipe upon request) for reach- 
ing bottom of barrel to provide complete 


drainage. Pump fitted with %, 1% and 
2-in. bung attachments. The Cleveland 
Brass Mfg. Co., 4606 Hamilton Ave., N. E., 
Cleveland, Ohio. 


Stark Red Triangle 
Plastyx Solder 

A liquid that can be used to fix and re- 
pair almost any broken object regardless 
of the material from which it is made, says 
the maker. Applied by use of small brush, 
match, toothpick, small screwdriver, etc. 
Two thin coats should be used, letting the 
LASTIC SOLDER ©} 
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first dry slightly. After first coat has set 
for a few minutes another thin coat should 
be applied and the surfaces put together 
immediatly, without use of clamps or heavy 
weights. Where air is shut out the solder 
should be permitted to set overnight. Re- 
quires no heating. Illustration shows dis- 
play carton. Suggested retail selling price 
25c. per tube. The Stark Metal Products 
Co., Massillon, Ohio. 








“Minnie the Moocher,” 
“True Temper” Bait 


A jointed spoon designed for casting and 
trolling. Regularly equipped with buck- 
tail hook, for fishing “as is” or with Al 
Foss pork rind strips attached to it. 
Wriggling, action obtained by link joint in 
middle of bait and by use of discolator, a 
new device, mounted on connecting link 
between spoon and line. Discolator, small 
spoon shaped blade, rigidly attached to 
shaft. When bait is pulled through the 
water, either in trolling or in retrieving 
bait, discolator sets up rippling motion 
which is transmitted to bait, and carries 
through to end of pork rind or streamer 
tail. Jointed blade of hammered copper, 
lower half being enameled, upper portion 
having plated finish, five ounce weight. 
May be fished deep or shallow by con- 
trolling speed of retrieve in casting or of 
boat in trolling. The American Fork & 
Hoe Co., Cleveland, Ohio. 


“Sunny Spot” Window 
Plant Bracket 


For window sash or window sill. The 
Embro Mfg. Co., Canton, Ohio, states that 
it stays in place with window raised, but 
with very little pressure against the glass. 
Embro Wall Plant bracket made by the 
same company is held in place by two 
glass headed nails. The Embro Felt bot- 
tom steel plant tray prevents scratching, 
etc., made by the same company. “Sunny 
Spot” bracket lists at 35c. Dealer dis- 
count, 40 per cent. 
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Grass Hooks 
Grass Shears 





6331 Tireman Ave., Detroit, Mich. 





Scythes 
Bush Hooks 


Corn Cutters 


\ Hay Knives 






North Wayne Tool Co. 


Oakland, Maine 
General Sales Office 
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Wood, Drive, Coach, Machine, 
Set, Cap, Thumb SCREWS 


Special Automatic Screw 
Machine Products 
BOLTS, NUTS, CHAINS 
Escutcheon Pins 
Speedometers Tachometers 
THE CORBIN SCREW 
CORPORATION 
THE AMERICAN HARDWARE 
CORPORATION, SUCCESSOR 
New Britain, Conn. 
Warehouses: New York 
Chicago Philadelphia 


1933 














Outdoor Toys for Spring 


Lawn mowers with wheels and cutters that revolve 
. . . bright colors, red, green and gold. Six sizes to 
retail from 50c up. 


Garden Sets in three sizes . . . finished in 
attractive colors . . . to retail at 25c, 
50c and $1.00. 


Toys that parents like to buy 
and children like to have. 
Display them and they'll 
sell. Order from your 


jobber. 
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Lae <Leeg, 
ARCADE MANUFACTURING CO., FREEPORT, ILL. 


ARCADE ites TOYS 


QUALITY PLUS 


It wasn’t enough for Holland to 
package tacks in _ beautifully 
lithographed, fast-selling papers 
—nor to provide clean, attrac- 
tive, high-gloss cartons that 
stack solidly on a shelf— 

NOW, the tacks themselves are 
thoroughly sterilized and finished 
in lustrous blue that puts ordi- 
nary tacks to shame. 

Without a doubt—Holland offers 
the greatest tack value on the 
market day. 


Holland Mfg. Co. 
Baltimore, Md. 


I want to see these new, high-lustre, blued 
tacks and their attractively colored boxes. Send 
me samples today. 
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Nesco Garden Girl 
Service Sets 

Salto-Pepp set No. 22 consists of one 
salt and one pepper shaker, each measuring 
2% by 4 inches. Carton weight, 734 lbs. 
per dozen. Packed one color to a carton: 
M, ivory, D, green. Handiset No. 33, illus- 
trated, comprises one salt shaker, one 
pepper shaker and one match safe. Con- 
tainers measure 2% in. by 4 in., while 





match safe measures 3 in. by 2 in. by 
5% in. Carton lots one dozen, weight, 1314 
lbs. Colors same as No. 22. Both sets 
packed in attractively colored purple and 
green counter display card. National 
Enameling & Stamping Co.,, Inc., 270 N. 
12th St., Milwaukee, Wis. 


Dumore D-2 Wrench 
Tooth Grinding Unit 

Has a long arbor providing sufficient 
clearance for the largest of wrench jaws. 
Rated at % hp. and running at 8000 r.p.m. 
it has ample power and necessary speed to 
grind wrench teeth quickly without remov- 
ing temper of the steel says the maker. 
Universal type motor, operates on A.C. 
or D.C. Dynamically balanced armature. 
Regular equipment includes motor, wheel 








arbor, special grinding wheel, 8 ft. cord, 


switch and attachment plug. List price, 
$26, slightly higher on west coast. The 
Dumore Co., Racine, Wis. 





Electric Weld Drive Pipe and 
Casing for Wells Described 

“The Ideal Pipe for Water Wells” illus- 
trates and explains features and advantages 
of Republic electric well pipe adapted for 
well drilling. Describes process of manu- 
facturing this pipe and illustrates results 
of tests made on it. Tables give weights 
and dimensions on “Republic” merchant 
casing for water wells, and on “Republic” 
drive pipe. Tables are included on hydro- 
static test pressures on “Republic” mer- 
chant casing and drive pipe. Republic 
Steel Corp., Youngstown, Ohio. 
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“Perfection” Floating Washer 
Easel Back Display Card 


Holds 48 washers. Four different sizes, 
\4-in., %-in., 4%4-in. and 5%-in., in quantities 
proportionate to demand. Suggested retail 
selling price 15c. each. The maker states 
that the washers will not turn. Card is 
attractively colored. Du Charme Products, 
Inc., Western Reserve Bldg., Cleveland, 
Ohio, 





Play-Bild House No. 15 


For outdoor and indoor use. Weather- 
proof, 48 in. wide, 48 in. deep and 57 in. 
high. Of red wood attractively stained and 
painted with screened door and windows. 





Has two real flower boxes. Shipped 
knocked down, easily and quickly as- 
sembled. Packed with all bolts, screws, 
etc., in individual cartons. Approximate 
weight 70 Ibs. List price, $12.50. The 
Cincinnati Fly Screen Co., Cincinnati, Ohio. 


‘ Crosley Refrigerators 


With Shelvador Door 


Shelvador feature permits storage of 
smaller fruits and vegetables, as well as 
package foods, in racks built into door, 
thereby increasing storage capacity of 
cabinets. Three models; 344, 4% and 6 
cu. ft. net, each with electric light in 


% 


rT 





standard size receptacle, automatically 
lighted by opening door. Chromium 
plated brass hardware with automatic 


spring closing locks on door. Suggested 
retail selling prices: 314 cu. ft., $95; 4% 
cu. ft., $105 and 6 cu. ft., $130. The 
Crosley Radio Corp., Cincinnati, Ohio. 





Junior Roll- 
A-Way Cord 

Comprises spring reel, ten feet of heater 
cord equipped with connectors and a hollow 
nail for mounting. A detachable device 
mounted by inserting base in a hollow 
nail which is driven into ironing board. 
Removal can be made by lifting reel from 
position. Designed to keep cord from 
touching garments being ironed. Finished 














in apple green, attractively decorated. Sug- 
gested retail selling price, $1. Trico Fuse 
Mfg. Co., Milwaukee, Wis. 
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Savage Model 19 N.R.A. Match Rifle for 1933 


Has altered stock dimensions and barrzl 
weight has been increased for steady hula- 
ing. Loading port has been enlarged, 
magazine redesigned and sight equipment 
improved to be adaptable to hard usage. 
Improved redesign of bolt and locking 
mechanism provides ample margin of 
safety for the use of the arm with all 





high-speed .22 long rifle cartridges, says 
the maker. Lock time has been reduced 
and smooth easy operation is assured for 
either single loading or rapid fire magazine 
operations. All changes in design were 
made after consideration of target shooters 
requirements. Savage Arms Corp., Utica, 
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“~~ LONG PANTS 
— / on a tiny faucet washer 


The ‘‘Perfection” does a man’s job in bring- 
ing passing prospects in your store. One 
Cleveland dealer reordered 8 times in 4 
weeks—the window display of Perfections 
did it! Sold other merchandise, too. 
Perfection makes bigger profits—and 
friends. Saves water. tops leaks. 


x Ng 4 sizes: Y-in.; H-in.; Y-in.; H%-in. 
= . 15ce sellers. 7-color Display 





Placard and attractive Counter 
Easel promote fast sales. 


Order from your jobber. Jobbers 
write for Discounts. 


DUCHARME PRODUCTS, INC. 
619 Western Reserve BI., Cleveland, 0. 


PERFECTION AASHERS 


Non-Friction Floating 














LINDSAY MANTLES 


LINDSAY No. 333 Rayon Mantles 
LINDSAY No. 161 Cotton Mantles 


Sealed in give best and longest service on all 
gasoline pressure lamps and lanterns. 

CU PON E Why risk selling inferior products? 
OP HAI Buy through your Jobber or write 


REG.U.S. PAT. OFF. ° 
us direct. 


These acid - free 


in Cellophane en- LINDSAY LIGHT CO. 


velopes — assuring © 
indefinite freshness. Chicago, U.S.A. Established 1902 














Indispensable For Apartment Roofs 


The HILL Roof Dryer fits-any slope of roof and may be 
securely locked to roof. Equipped with same good reel as 
sees - — —_—— the famous 
ee HILL Cham- 
aaa pion Model. Reel 

is removable, folds 
up compactly — cannot 
be blown off. 2 sizes for 100 
ft. and 110 ft. line. Sturdy, 
light in weight, attractively fin- 
ished. Send for Booklet which 


shows full line, 


Clothes Dryer Co., Inc. 


Worcester Mass. 


New York Distributor 
H. Kornahrens, inc. 




















SNAP-CUT 
PRUNER 


Easiest Cutting Pruner Made 


Thin keen blade easily cuts 34” green- 
wood, small twigs and even twine. Rust 
proof-chrome finish—Won’t pinch or 
blister hands. 
Packed in handsome display 
carton with hardwood sticks to 
prove its wonderful cutting ac- 
tion. Sells on demonstration. 
Retails at $1.50. 


Only Nationally Advertised Pruner 
SEYMOUR SMITH & SON, INC. 


OAKVILLE CONNECTICUT 











SAMSON TRADE MARK 


SAMSON CORDAGE WORKS 


BOSTON, MASS. 


Yate) san OO) .9 BD 


SAMSON SPOT, PHOENIX and SACHEM brands 


each the standard of quality for its particular use. 
“There IS a Difference in Sash Cord”’ 
OTHER BRAIDED CORDS* COTTON TWINES 


Send for catalogue, samples and selling information 
& g 











Factory 


SHIELD BRAND DRILL SETS 
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Tae STANDARD TOOL 


CLEVELAND 
New York Chicago 
























(1 GRAB THE BIG @3 
ONES AND THE 
LITTLE ONES 
ARE EASY 





YOU CAN MAKE MORE MONEY WITH 


FLORENCE 


Oil Ranges : Ovens : Gas Ranges 
Heaters and Range Burners 
FLORENCE STOVE CO., GARDNER, MASS. 
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To Hang Framed Pictures 
Weighing up to 100 Pounds 


To increase your sales and profits, show 
the four sizes of 


Moore Push-less Hangers 
The Hanger with the Twist 

Our small counter Displays of Hangers, and also of 
Moore Push-Pins, are money makers. Your Jobber 
can deliver Displays without delay. 

Write for a supply of “Timely Tips,” or how to 
hang pictures, imprinted with your name, to give 
to your customers. 


MOORE PUSH-PIN CO. 


113-125 Berkley St. Philadelphia, Pa. 
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CLASSIFIED ADVERTISING 
RATES 





Positions Wanted and Help 
Wanted Advertisements at Spe- 
cial Rate of one cent a word, 
minimum fifty cents per in- 
sertion. 











Use the “Classified Opportunities Section” to Reach Hardware Manufacturers 
Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 


THE FOLLOWING RATES 
apply to “Business Opportunities,” “Sales 
Accounts Wanted” and “Sales Representa- 

tives Wanted” advertisements. 


Set Solid, Minimum of 50 words... . $3.00 
Each additional word..... cocce 06 

All Capitals, Minimum of 50 wend. - 4.00 
Each additional word............ .08 

Allow Seven Words for Keyed Address. 


Remittance Must Accompany Order 


Samples of merchandise, literature, catalogs, etc., will not be forwarded 





BOXED DISPLAY RATES 
BR fmol ccccccccc..coccccccccccs cQe® 
Each additional inch.......... «++. 4.00 
Discounts for Classified Advertising 
4 insertions,10% off,8 insertions,15% off. 
Due to the special rate, these discounts do 
not apply on Position Wanted or Help 
Wanted Advertisements. 
HARDWARE AGE is published every other 
Thursday. Forms close Nine Days previous 
to date of publication. 
Address your advertisements and replies to 
HARDWARE AGE, Classified Opportunities, 
239 West 39th St., New York City. 

















BUSINESS OPPORTUNITIES 


SALES ACCOUNTS WANTED 


POSITIONS WANTED 





BUY TIRES WHOLESALE—-Brand new 
Dunlop & Star Truck Tires, paper wrapped, 
guaranteed fresh stock, serially numbered, guar- 
anteed 25,000 miles. Special wholesale prices to 
Hardware Dealers: 30x5 8 ply $10.95; 32x6 
8 ply $14.95; 32x6 10 ply $19.50; 36x6 10 
ply Sar. 95; 34x7 12 ply $28.95; 38x7 12 ply 
$30.50; 36x 8 14 ply $39.00; 40x 8 14 ply 
pes, 90; TRUCK & BUS BALLOONS: 32 x 6.00 

6 ply $8.95; 32 x 6.50 6 ply $8.95; 34x7 8 ply 
$12.95; 34x 7.50 8 ply $17.95; 36x 8.25 8 ply 
$25.90; 38x9.00 10 ply $33.00; 38x 9.75 12 
ply ot 00. We ship C. O. D. anywhere in 
U. S. A., American Auto Supply Co., 292 East 
Ave., Rochester, ms Ue 





BUILDERS’ HARDWARE_ STORE located 
on main business street in Philadelphia will sell 
for half of stock inventory with option of purchasin 
the Real Estate at assessed valuation. Stock k will 
invoice about $15,000.00, or will consider a 
partner one who has a following in Philadelphia. 
Address Box B-73, care of Harpware Ace, New 
York City. 








SALES REPRESENTATIVES WANTED 


SPLENDID OPPORTUNITY tor _ Sales 
Agents calling on Retail Hardware, Housefurnish 
ing and Furniture stores to sell established line 
having 30-year awaity reputation with the trade. 
Territories available in Pennsylvania, New Jersey, 
New York, Delaware, Maryland, West Virginia, 
Virginia, Mississippi, Kentucky, New England 
States. Addr ox J-994, care of HarpwarEe 
Ace, New York City. 


TRAVELING SALESMAN with following 
amongst the large hardware and department store 
trade, also larger reputable hardware jobbers, to 
sell high grade ae head lawn hose sprinkler 
on strictly commission basis. State territory cov- 
ered and how often, lines now handled. Give 
references as to honesty, ability and reliability. 
Married? Single? Age? Give full particulars 
in first letter. Address Box B-71, care of 
Harpware Ace, New York City. 


SALESMAN WANTED, with large acquaint- 
ance among hardware and paint trade,, to sell an 
improved type of scraping and spackling tool 
(patent). Tests prove it superior to anything 
now on the market. Good commission. Side line 
only. Write, stating experience, qualifications, 
etc., to Mr. Bless, Room 2410, 1450 Broadway, 
New York City. 

















SALESMAN to sell the new Free WwW heeling Non 
Friction Black Cat Faucet Washer. They give 
absolute satisfaction. A splendid _ proposition. 
Write for particulars. Exclusive rights available 
for New York City, Chicago, and other leading 
cities. Will consider offer for Canadian patent 
just granted. Goodwin Mfg. Company, 3869 
West 2Ist St., Cleveland, Ohio. 











SALESMEN: HARDWARE SPECIALTIES 
of exceptional merit. Nationally advertised. Won- 
derful sideline for men now calling on retail 
hardware trade. Protected territory. Big com- 
missions. Write fully: H. W. Webber, East 
Sandwich, Mass. 








SALESMEN “WANTED to handle direct from 
manufacturer a floor paint for wood or concrete 
use. Ina beautiful lithographed_ package at an 
attractive price. Commission. Encore Paint & 
mime Mfg. Co., 1026 46th Ave., Long Island 

ity 





ROPE SALESMEN WANTED—Philippine 
made manila rope sideline; long-established trade 
necessary; 5% commission. Write fully about 
yourself giving references. Address Box B-39, 
care of Harpwarge Acer, New York City. 
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ANNOUNCEMENT: I am desirous of communi- 
cation with manufacturers of items for the Hard- 
ware and Mill Supply field, who will be interested 
in having able representation in New England, 
preferably with a Boston stock. F. Alexander 
Chandler (for 30 years with Chandler & Farquhar 
Co.) Home address—33 Wellington Lane, Bel- 
mont, Mass. 


ATTENTION: HARDWARE MANUFAC- 
TURERS. You can get quick, national distribu- 
tion through my organization of over 100 experi- 
enced salesmen. We want only advertised line 
that repeats. Hardware and _housefurnishing 
specialties preferred. We contact major retailers 
and jobbers throughout United States and Canada. 
Address Box B-72, care of Harpware Acre, New 
York City. 

If you want to introduce your product to the 
hardware dealers and jobbers of New England, 
I can help you. I have years of experience with 
this trade. Can handle one more line. Full 
references as to character and ability. Fred E. 
Allen, Jr., 3 Waban St., Wellesley, Mass. 

SALES _REPRESENTATIVE, — located in 
Worcester, Mass., is desirous of adding lines for 
sale to Hardware Dealers and Wholesalers in New 
England States. Ten years of contact with trade. 
Address Box B-66, care of Harpware Ace, New 
York City. 

















HELP WANTED 


If you are over thirty-five years old, under- 
stand the principles of merchandising, can address 
sales meetings, are well and favorably known to 
the executives and purchasing departments of 
wholesale hardware companies located in Alabama, 
Arkansas, Georgia, Illinois, Indiana, Iowa, Kan- 
sas, Kentucky, Louisiana, Minnesota, Missis- 
sippi, Missouri, Nebraska, North Dakota, Okla- 
homa, South Dakota, Tennessee, Texas, Wiscon- 
sin, and can sell—there is an unusual opportunity 
open for you with an old line company whose 
products have national distribution in the hard- 
ware field. This position calls for a man capable 
of maintaining and expanding the pleasant  busi- 
ness relationships now existing with our jobber 
connections. Salary and expenses—no commission. 
Address Box B-70, care of Harpware Ace, New 
York City. 


EXPERIENCED HARDWARE MEN located 
throughout the United States will find it to their 
advantage to communicate with this bureau for 
positions. We are called upon from time to time 
to fill vacancies in the hardware and allied in- 
dustries and we need clean-cut, thoroughly ex- 
perienced men to fill these positions. No registra- 
tion fee reauired. No charge unless placed. 
Associated Placement Bureau, 152 West 42nd 
St.. New York City. 


EXPERIENCED HARDWARE SALESMAN 
to call on retail trade for large hardware jobber, 
covering Metropolitan and adjacent territory. 
you desire a permanent position, know the trade, 
have proper references, write stating particulars. 
Our own salesmen are aware of this advertise- 
ment. Address B-27, care of Harpware AGE, 
New York City. 


POSITIONS WANTED 


SALES MANAGER—18 years tool and build- 
ers hardware experience, acquainted with principal 
domestic and export trade. Can develop business 
of medium-sized manufacturer, or will divide time 
between two small manufacturers. Age 38. Re- 
markable experience and finest references. Mod- 
erate salary until results justify more. Address 
Box B-75,. care of Harpware Ace, New York 
City. 

SALESMAN with over fifteen years experience 
in the Metropolitan District is open for proposi- 
tion to represent Manufacturer or Jobber in this 
Territory. Can furnish first-class credentials as 
to character and ability. Address Box B-62, care 
of Harpware Ace, New York City. 























WANTED A _ BACK BREAKING JOB. 
Somewhere there is a business in need of a man 
who can sell, for the New Year must bring 
additional sales or further shrinkage is inevitable. 

he man who writes this is a young married 
man with definite obligations, of average intelli- 
gence, with a good education and a diversified 
business experience, plus a knowledge of the 
needs of the hardware trade in the New England 
States and the state of New York, with a personal 
acquaintance with the worth while jobber and 
dealer trade 1n this profitable territory. 

One does not have to pry this man out of bed 
in the morning nor will his salemanager be con- 
stantly wondering what he is doing. This man 
has been an employer himself and knows what is 
expected of him. 

The best quality of references will help tell 
the story of this man who wants a Back Break- 
ing Job. Ideas of compensation have been thor- 
oughly liquidated. 

Have services of value to a reliable manu- 
facturer of hardware, toys, or housefurnishings. 
Not interested in schemes. Located in Boston. 
To get the full story, address Box 30, care of 
Harpware Acre, New York City. 


EXPERIENCED HARDWARE PERSONNEL 
with many years of training in the hardware and 
allied industries are registered with this bureau. 
Among our applicants are executives, salesmen, 
clerks and_ technical employees, each thoroughly 
experienced in his line. his is the only em- 
ployment agency throughout the United States 
that specializes in furnishing suitable employees 
for the hardware industry. Te we can be of any 
assistance to you, in any part of the country, 
please do not hesitate to inform us. There is no 
charge for this service. Associated Placement 
Bureau, 152 West 42nd Street, New York City. 


EXPERIENCED TRAVELING SALESMAN 
with initiative, and real selling ability, honest, 
clean cut, and a live wire, desires chance with 
a manufacturer who seeks to hold and increase 
sales with Hardware, Auto, Plumbing, Mill, Mine 
and Factory Supply Jobbers, Railroads and large 
—— intro ucing new tools or specialties. 

rienced in shvavtides and demonstrating. A 
es worker,.a g judge of human nature 
and a personality that makes friends and keeps 
them. Address B-28, care of Harpware Acer, 
New York City. 


SITUATION WANTED. Christian, age 41 
inside-outside salesman, collector. Sixteen years 
experience clerking, buying, marking goods, gen- 
eral hardware, plumbing supplies, chinaware, 
household furnishings, toys, stoves of any type, 
cream separator. Implement repair expert, gas 
appliance fitter, estimator. Also traveled on road 
seven years for large stove factory. References 
furnished. Address GEORGE T. MARSHALL, 
Easton, Mo. 


COMPETENT EXECUTIVE— Remarkable ex 
perience in manufacture and sale of both tools Pon 
builders’ hardware. Not an efficiency man nor a 
high pressure salesman, but can prove it is still 
possible to operate at a profit. Acquainted _hard- 
ware and supply trade in all sections of 
also export. Locate anywhere or travel. Age 38. 
Highest references. Moderate salary until results 
justify more. Address Box B-74, care of Harp- 
warE AGE, New York City. 


COMPILER—Hardware, sporting goods, mill 
supply, plumbing and electrical. Also capable 
buyer. Familiar with printing. High class ref- 
erences. Address Box B-51, care of HARDWARE 
AcE. New York City. 

WINDOW-TRIMMER, capable creating effec- 
tive displays and attractive show card work, is 
available for occasional night jobs or Sundays. 
Address Box B-60, care of Harpware Ace, New 
York City. 

HARDWARE CLERK 15 years’ experience. 
Best of reference. L. J. B., 312 Coliege Ave., 


























Iowa Falls, Towa. 


HARDWARE AGE 
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THE ADVERTISERS INDEX is published as a convenience and net 


as & part of the advertising contract. Every care will be tak tadex corr . 
No allowance will be made for errors or failure to insert. ” sidinctinee = 














; : A i Ge, Be Bee tcccnssie 61 | Kingston Products Corp. ...... — Ss 
American Fork & Hoe Co... — | Disston & Sons, Henry........ a | Rides & Some, Moncccicccccse 52 
American Gas Machine Co..... 13 | Dixon Crucible Co., Joseph.. — L Sallee Bros. ......-s.eeeeeess —- 
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CLASSIFIED OPPORTUNITIES 





POSITIONS WANTED 


POSITIONS WANTED 


POSITIONS WANTED 





SALESMAN with thirteen years experience in 
Retail Hardware, Paints and Sporting Goods, five 
years as buyer and manager, desires position with 
ag reputable firm where ability and work will 

@ appreciated. Central States preferred. Thirty- 
one years of age. Married. Can furnish A-1 ref- 
erences. Twelve years with last employer. Ad- 
dress Box B-64, care of Harpware Ace, New 
York City. 


YOUNG MAN, ver fe ane of securing steady 
= about New k and vicinity. Having 

en employed over enainn years in Retail Hard- 
ware, Housefurnishing and Paints. Am fully ex- 
perienced in selling, displays, windows, lock and 
electrical appliance repairs. Christian, 35 years 
of age, single, also have chauffeur’s license. Ad- 
dress Box B-41, care of Harpware Ace, New 
York City. 








ALL-ROUND MECHANIC and Officeworker. 
Typewriting stock records. Twelve years selling 
experience in all states east of Chicago. General 
hardware knowledge. Electrical training. Chauf- 
feur. Would fit perfectly in hardware or elec- 
trical field, wholesale or retail. Age 36. Single. 
American. Neat appearance. Active. Excellent 
reference. High School education. Anything, 
anywhere. Salary no object. Address Box B-59, 
care of Harpware AGE, New York City. 





SALESMAN desires to connect with manu- 
facturer of any proven product. Thorough selling 
experience. Acquaintance with buyers. Com- 
mands following among better trade. Commis- 
sion basis preferred. What have you? Address 





a B-68, care of Harpware Ace, New York 
Aty. 


EXPERIENCED HARDWARE MECHANIC 
aokeaaier with plumbing, wiring, furnace work 
and tinsmithing and_ coincidental _ repairing. 
Thirty years of age. Married. Excellent back- 
ground business experience. Would like steady 
position at living wage with some future possibili- 
ties. Prefer small or medium-sized town Eastern 
or Central States. Address Box B-56, care of 
Harpware AcE, New York City. 





HARDWARE MAN, forty-two years old, 
single, sober and industrious, thoroughly experi- 
enced in retail and wholesale hardware, desires a 
position with reliable retail store as manager or 
salesman where ability and work will be ap- 
preciated. Can furnish best references. Can go 
anywhere—middle West or South preferred. Ad- 
dress Box B-69, care of Harpware Ace, New 
York City. - 
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The St or y se f the Year after year HARDWARE AGE has led its field 
4 WA N T A D MM in the volume of classified as well as display adver- 
tising published. Its classified columns have proven 
A Business paper’s value as a vehicle for a valuable aid in bringing together buyer and seller, 
“Want Ads” depends upon how widely and employer and employee. Those who contact the 
thoroughly it is read in its field. Q Every hardware trade most closely know, from observation 
classified advertiser in placing his adver- and experience, that HARDWARE AGE is most 
tisement in HARDWARE AGE offers spon- widely and thoroughly read by live hardware men. 
taneous evidence of his conviction that this 
aper is most widely and thoroughly read 
ie hardware na a si HARDWARE AGE 
75 














MADE In AMERICA 4g 
(Only the bamboo teeth, unpro- 
curable here, are imported) 

and 


Made Right 


Yamade 
“METAL-GRIP” 
Lawn Rake 


Most practical and durable of all 
BAMBOO rakes. The arched 
‘‘Metal-Grip’”’ keeps every tooth on 
the ground when rake is held at 
normal angle. This construction allows 
each tooth to do its share of the work, 
so that the user derives the use of the 
entire width of the rake without exerting 
pressure. Will not injure finest lawns. 
Spiral feature links teeth together without 
restricting flexibility. Made strongest to last 
longest. Distinctive appearance. 3 popular 
selling sizes; 18”, 24” and 30”. Good profit. 
Write for folder and trade-prices. 
Demand “Metal-Grip” Rakes from your Jobber. 
Jobbers write us. 
Western Sales Representatives Wanted. 


ieee W. McGuire Importing Co. 


Manufacturers 
Beechhurst (Whitestone P. 0.) Long Island 













POULTRY SUPPLIES 


Moe’s Modern Line—Standard and 
complete, and Prices that help you meet 
all competition without sacrificing qual- 
ity or your normal profit. 


Write for Catalog and our “Beat Com- 
petition” Broadside. 














HoEFT & COMPANY 


2305 Davis St., North mee Ill. 


of Hardware Age 
































COLUMBIAN 
ASK is the ROPE that is 


YOUR 
JOBBER 


flexible when wet... 
Sell your customers this 
Modern Rope. It rep- 
resents Value and Long 


Service. 


Columbian Rope Company 
Auburn, “The Cordage City”, N.Y. 


Branches: New York, Chicago, 
Boston, New Orleans 




















IVES Patent Ventilating Lock 





Showing Window Showing Window 
Closed. Open. 


Manufacturers of 
“Quality Hardware Since 1876” 
Window and Door Specialties 


Tue H: B. Ives Co. 
New Haven, Conn., U. S. A. 








RESERVE, —_— 
STRENGTH: EUs ERS 
Sells It 


The COES Steel-Handle Wrench is a staple seller to 
shops and industrial plants, as well as railroad and mining 
companies. An ideal tool for all heavy and exposed work 
for which the average screw wrench lacks the required 
stamina and reserve strength. Seven sizes: 6” to 
21”. Maximum jaw opening, 7%” smallest size—4'” 
largest size. 






Ask your Jobber to supply you. 


BEMIS & CALL CO. 
Springfield Mass. 





“We Wouldn’t Think of Using Anything Else” 
Says Report Coming from Users of 





sr, + Soldering & Sheitess Flux 


The old favorite for 25 years. It’s 
favored because of its superior 
fluxing qualities, non-corrosive fea- 
tures, and it’s free from objection- 
able fumes. It makes cleaner, 








COMBINATION 





























‘eppmemuioces tighter and more lasting joints. 
FLUX Now available in 3 forms—liquid— 
FOR ALL METALS Paste—Core Solder. 
—_— ti Send for free samples. 
«ce y The Ruby Chemical Co. 


58 McDowell St. 
Columbus, Ohio 
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Brass Head Rustless 
Numeral ThumbTacks 


For use on Windows, 
Screens, Storm 
Doors, Furniture, 
Shelves, Bins, etc. 
Numbers run from 1 
to 25, 26 to 50, 51 
to 75, 76 to 100. 
25 Numbers on each 
block, 12 blocks in 
a box, 12 boxes in a 
carton. Retail at 10¢ 
for 25 numbers. De- 








Robt. E. Miller, Inc. 
35 Pearl Street 
New York, N. Y. 














Steel Brick and Mortar Hods 


= 


Mortar, No. 162 Brick, 
20a" ; » tse" deep 22”x10"x7” deep. 
Have been used i. years because of their strength 
and lightness. No dripping onto the user’s back. 
They are all steel too. 
Present Prices Will Interest You 
Made by 


THE CLEVELAND WIRE SPRING CO. 
E. 38th St. and Hamilton Ave. Cleveland, Ohie 
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Masters New 75¢ 
Padlock Sensation 


UT Master’s “LITTLE GIANT” on your force! 
Little only in size—1'2” case. In every other way a 
“GIANT” padlock value—a big profit producer. 


“4 (‘LL GET | The first and only brass cylinder, pin tumbler 
NEW LAMINATED Padlock to sell less than $1 retail! 


eter The strongest case construction known — 


l-a-m-i-n-a-t-e-d! 
The only tapered reinforced hardened steel shackle —a 
feature exclusively Master. 

Heavy brass locking lever, steel pilfering protector, cadmium 
rust-proofed; two nickel silver embossed keys with practically 
unlimited key changes; can be keyed alike, 
no extra ion - master hes: slight $600 
additional charge. Dealer’s price, net, only Dozen 


No. 4 ALL BRASS (Retails at $1) Net, per dozen... $8 



















BRAND NEW SALES DISPLAY 
Copyrighted 





NOVEL side panels and all-in-view 

“step” packaging of the six pad- 
locks. Different, colorful — put one 
on your open-top table, one on your 
counter and one in your window. 











gun ORDER NOW from your JOBBER 


. He has them 


g6t®™ Master Jock Compan Wis USA. 


World’s Largest Exclusive Padlock Manufacturers 


MARCH 2, 1933 











18435-SHAPLEIGHS VINETY YEARS OF HONORABLE SERVICE -1933 


9 
TRADE MARK IN THE U.S. 
REGISTERED PAT. OFFICE 


ESTABLISHED 1843 


oo EDGE 


TRADE MARK Pe IN THE U.S. 


REGISTERED ag PAT. OFFICE 





Upright Handle 


Feature 


Fast Cutting 
Least Exertion 


Attractively Finished in Gold Bronze— Crimson Trimmed 


Our Spring Goods Stock is Complete 
Ask Our Salesman To Show You Our Full Line 
“DIAMOND EDGE IS_A QUALITY PLEDGE ™ 





























Shapleigh National Series No. 1789 HARDWARE AGE 
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